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Higher education in a complex Ameri can society requires an increas-
ing flow of information from the colleges to their multiple supporting 
publics and from the publics back to the colleges. Pro grams and purposes 
must be interpreted more fully if adequate support is to be realized. 
Increase in population and the subsequent increase in high school grad-
uates entering college are causing grave concern among educators. During 
the next decade the situation will become even more pronounced. Moreover, 
administrative leader s are finding it more difficult to communicate with 
their publics, which are undergoing constant social change. 
To achieve desired relations between the colleges and the multiple 
publics , the colleges must utilize definite programs. During the past 
decade more than a half of the nation 's nineteen hundred colleges and 
univer sities have established some type of public relations program. 
Arthur L. Brandon of New York University said : 
If the colleges are to have adequate buildings and equipment, and 
enough teachers and research specialists properly paid to fulfill the 
mission of education, as necessary, it must come through state appropria-
tions , gifts and bequests, contracts and grants, fees and self-supporting 
profit units. The money will be available if the people know what the 
needs are , and why they exist, and if they have faith in the results. It is 
at this point that public relations has a definite role. It has an added 
responsibility in helping to develop on t he campus i t self those features 
that 1ead toward a better appreciation of the purposes of higher educa-
tion. 
lArthur L. Brandon, "What Are the Most Effective Methods of Informing 
the Public of the Mission and Meaning of Higher Education?" Current Issues 
1 
2 
There has been some controversy during recent years concerning the 
status of public relations practices and what elements constitute accept-
able programs. This study proposes to investigate the methods and the 
procedures that are recognized in public relations at nine of the public-
supported institutions of higher learning in Oklahoma. 
Statement of the Problem 
What are the formal recognized public relations programs in nine 
state-supported four-year colleges in Oklahoma, and how do they compare 
with established nq_rms in the field? 
Purpose of the Study 
The primary purpose of this study is to present a clear picture of 
how nine Oklahoma colleges are handling their public relations programs 
and to examine these programs to determine their relationship to those 
deemed acceptable by contemporary writers and practitioners of public 
relations. 
These data·should serve as a basis for further study directed toward 
establishing defensible programs of public relations in the institutions 
of higher learning, more especially in the small colleges. 
Traditionally, public relations has been considered one of the 
responsibilities of the college president. With the increased size of 
the institutions, however, many presidents have delegated this responsi-
bility to persons who have been called by various titles, but the president 
~ Higher Education (Washington, D. C.: Association for Higher Education, 
A Department of the National Education Association of the United States, 
1955), P• 345. 
3 
has not been relieved of his primary responsibility. The writer of this 
study has called upon the presidents for information about their public 
relations programs. 
In order to give a definitive answer to the major college problems 
affected by public relations programs or lack of them, the writer studied 
the followi.ng sub-problems: 
1. The identifying of the problems now facing college administrators 
in Oklahoma that necessitate public relations programs. 
2. The bringing into focus of the present activities designed 
as public relations programs. 
/ 
3. 1 The summarizing of the status of public relations programs 
which may serve as a basis for further studies in evaluation. 
Need of the Study 
Education, like other professions, seeks to find solutions to prob-
lems which arise. This study of public rel.ations in Oklahoma colleges was 
chosen because: (1) There has been much interest in public relations 
expressed among the leaders at the various colleges selected for study, 
and (2) The duties of the college presidents and the faculties · have ex.-
panded to such an extent that the place of public relations among these 
duties needs to be classified. 
During recent years some confusi on has arisen whether one course of 
action or another is more desirable in the college public relations pro-
gram. There appears to be an emerging concept solidifying around some 
guiding principles in public relations for higher education. The wri.ter 
hopes that this study will provide guidance in selecting practices for 
setting up sound public relations programs. 
Limitations of the Study 
TMs study is limited to Oklahoma and to those institutions of 
college grade having programs of teacher education, preprofessional 
training, and four-year programs leadi.ng to at least a bachelor•-s de-
. gree with the exception of the University of Oklahoma and Oklahoma 
State Universi.ty. These are atyp:i..cal for this study because of size. 
4 
This research is limited to a study of instituti.onal programs in 
public relation_s. No attempts will be made to compare the findings of 
this research with those of other institutions in the state or with other 
specific programs in other states. No claim will be made for the univer~ 
sality of the study since the problem is limited in scope to Oklahoma~ 
Nevertheless it is hoped that with the establishi.ng of criteria for an 
~cceptable program these criteri.a and the studies of the state college 
programs will contribute to the consensus of present administrators and 
persons interested in the welfare of higher education. 
Oklahoma has ni.ne i.nstituti.ons of higher learning of the class men-
tioned above. Six of' them were established as teachers' colleges, two 
as land-grant institutions, and one as a college for women. Although 
all of them have at least one or more common purposes, some.of them have 
speo:i.al types of programs which have evolved since statehood. This study, 
therefore, wi.thin the limits stated above, will attempt to report the 
public relations programs that are recognized by the administrators in 
the respective colleges. 
Procedure 
In this study an effort was made to present a clear picture of the 
\ 
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public relations programs of each of a group of nine state-supported four-
year institutions of higher learning and to compare them with established 
criteria. 
\ 
Before the study could proceed, the writer had to select the colleges 
for study and to establish criteria for a defensible program of institu-
tional public relations. These criteria were to serve as a guide for 
securing necessary information about the college public relations programs. 
A search of literature in the Oklahoma State University library and 
in libraries in other states failed to disclose any comprehensive recent 
studies dealing with a complete public relations program for the small 
college. Some writers have made specific suggestions for certain phases 
of public relations for colleges and universities. Some institutions 
have made surveys in regard to certain limited practices, but it was 
necessary to make a synthesis of existing material on college public 
relations in order to establish a norm for a public relations program. 
TI:ne writer has reviewed the works on college ~nd university public rela-
t ions; these include books in the field, magazine articles on specific 
and general aspects of college public relations, and various manuals on 
public information . This information has served as a basis for Chapter 
II, entitled ''What is Good Public Relations?" The public relations 
programs in the selected school in Oklahoma could then be compared with 
the criteria established in Chapter II. 
For examining the public relations programs of the nine colleges 
the case study method was chosen because it appeared to be most useful 
for · securing pertinent information about the public relations programs as 
they exist in the colleges of Oklahoma today. The case study is a valuable 
method of obtaining a comprehensive picture of the uniqueness and 
individuality of a.n institution, its processes, and interrelationships 
among factors that condition these processes.2 
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The writer used a.structured interview guide covering areas of pub-
lie relations as established for programs in Chapter II. These areas 
were institutional awareness of' public relations which consist of' a 
recognition of the problems, the objectives, and the relationship of' those 
problems and objectives to the budget; the public relations program which 
consi.sts of public information, special services, alumni services, fund-
raising)) and publications; and the director, which consists of' qu.alifi.ca-
tions and interest in higher education. 
The interview procedure for this study consisted of face-to-face 
interviewing of' the college presidents. The interviewing technique for 
three of' the college presidents was modified by using the tape recorder. 
Each of these interviews filled about thirty minutes of tape; 
After interviewing each president, the v1riter visited with the di.rec-
tor of public relations in order to fill in certain details of' the program 
and to save the president's time. Each college was given a letter of the 
alphabet for identification • .A complete case study of the public relations 
activity was made on each of the nine colleges according to the plan stated 
above. The strengths and the weaknesses of the various programs were 
determi.ned on the basis of the criteria reported in Chapter II. 
A summary chapter presents a composite review of strengths and 
weaknesse·s and recommendations. 
2Arvil Barr., Robert A. Davis, and Palmero. Johnson, Educational 
~esearch and Appraisal (New York, 1953), pp. 188-189. 
CHAPTER II 
WHAT IS GOOD PUBLIC RELATIONS? 
The purpose of this chapter is to present a definitive answer to the 
question, ''What is good public relations?" The a.ns-wer to this questi.on 
li.es in the development of three premi.ses. The first is that ,.there must 
be an awareness of' public relations; second, a well-rounded public relations 
program designed for the institution; and third, a well-qualified director. 
Part One--Institutional Awareness of Good Public Relations 
Before any program of public relations can be undertaken for an insti-
tution, a kind of awareness of' public relations must exist. This awareness 
mi.ght be the result of' influences which have been brought to bear by censure. 
Another type of influence would be of a. positive natureo In the long history 
of' American colleges, however, perhaps censure has been more influential 
than praise .. W. Emerson Reck, a director of public relations for three 
decades, says: 
That our colleges and universities are suffering as a group and as indi-
vidual institutions because of' their own public relations weaknesses and 
those of the people associated with them is indicated by the common movie 
portrayals of college life and by the disparaging statements heard or read 
on frequent occasions.l · 
An example of the kinds of statements that have been made by other 
cri.tics is this one: 
lw., Emerson Reck, Public Relations,! Program for Colleges and Univer-
sities. (Ne'W York, 1946), p. 2. 
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o • o almost all of the 200-odd business and professional l~aders he had 
questioned consider U.S. higher education a waste of time. 
This statement was made by Allen B. Crow, President of Detroit's Economic 
Club. Another statement made by Clyde M. Hill of Yale University in 1928 
is: 
8 
A state of almost universal criticism of the American college prevails at 
present ••• and the front rank of the critics consists largely of 
successful business men, men~hom it is important for the colleges to con-
vince of its value, but who are too frequently inadequately acquainted 
with the mechanisms, obj ectives and accomplishments of the college institu-
tion. They are firmly entrenched in the misconception that college life 
is characterized by a series of athletic and social programs which occupy 
the student's attention throughout his college career and to which a super-
ficial study of highly impractical theory is, at best, incidental. It is 
little wonder that they would have these ideas since collegiate athletics 
and social activities are continually brought to their attention by the 
newspapers, whi l e those of an intellectual and practical value are conspic-
. uously absent, or relegated to a position of unimportance •••• 
The lack of confidence of these men has risen to such proportions 
that the college should no longer sit back and view it with indiff erence, 
especially when we consider that in an east~rn city, the seat of a large 
university, not only they but professional men as well believe that the 
institution is an incubus upon municipal development, since it pays no 
taxes, take s up ground admirably suited for commercial purposes and appears 
to turn out individuals whom they consider spoiled by four years of 
"academic leisure .• 11 Not only has the public a right to information prov-
ing that the youth in the colleges are not wasting their time, but it is 
necessary for the salutary existence of the colleges themselves that it 
be f'.urnished with such information) 
The above statements present a type of attitude that existed thirty 
years ago which influenced colleges and universities to become increasingly 
aware of their public relations. The colleges have accumulated problems 
which need solving; if they can be solved, the colleges can prosper whi le 
preserving and processing knowledge for American democracy. These problems 
relate to f actors of public support, prestige, and finance. Thus awareness 
of public relations results from conditions that are often not salutary. 
2Ibid. 
3Time, February 26, 1945, p. 64. 
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There are many counterparts in more recent times to this feeling about the 
colleges. 
Present-day awareness of public relations in colleges and univer-
sities, and in the commercial world, also results from a second kind of 
attitude. This attitude is a social phenomenon which has evolved since the 
turn of the century. It has evolved in the colleges simultaneously with 
industry. This is th~ awareness of responsibility to~ public. It seemed 
inevitable in the light of our heritage that this awareness of the welfare 
of others should develop. Although this kind of awareness may bear some 
resemblance to the kind that resulted from censure, it is a different thing. 
With the advances i .n the sciences and humanities in education and in the 
understanding of the individual as well as of the masses, management in 
industry and leaders in education accepted positive responsibility. 
What Can~ Gained from Public Relations? 
Recognition ot the challenge and responsibility for this accomplishment 
and the awareness that public relations is good business were the two 
compelling factors which established public relations in its rightful 
place as a fourth pillar of support in management alongside production, 
distribution, and finance.4 
Glenn Griswold said that this recognition of the importance of public re-
lations awareness principle is spreading rapidly among business men. Thus 
Griswold states that business has accepted a new concept of business respon-
sibility. Likewise, education has to accept this responsibili.ty more fully 
in order to maintain support and good will. In this awareness, . the colleges 
and universities as a group and as individual institutions may expect to 
better their lot for themselves, their faculty and students, and the country 
as a whole. 
4Glenn Griswold and Denny Griswold, Your Public Relations (New York, 
1948), p. 11. 
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Awareness is more than a tool for meeting crises or serving as a 
"fumigating" process. It is more effective and more economical to be 
aware of good public relations and to prevent crises in public attitudes 
that affect institutions than to try to cure them after they have developed. 
Thus the public relations programs of the institution should be preventive 
and positive. 
What Public Relations Is 
What is good public relations? What can be done when a problem is 
recognized? What are the principles of public relations which have been 
followed by successful practitioners? Reck said: 
It should be evident by this time that the public relat ions of any institu-
tion can be defined as the sum total of all the impressions made by an 
institution itself and the various persons connected with it. The appear-
ance, the action, the speech and the writings of every person associated 
with a college contribute toward the general impression of the institution, 
and any adverse opinion created, whether it be by the president, a student, 
or the switchboard operator, may have far reaching effects.5 
Thus it seems clear from the above definition that every institution 
has public relations whether it has a public relations department or not. 
Reck further states: 
It need be no secret that the objective of all public relations effort is 
improved understanding, increased appreciation, and the enlargement of 
that circle of friends who will speak and act for the institution. 
Recognition of the Problem 
Stewart Harral said, "First, there must be an earnest desire on the 
part of the administration and staff to improve public relations. n7 Since 
5Reck, Public Relations, p. 8. 
6rbid. , p. 9. 
7stewart Harral, Public Relations for Higher Education (Norman , 1942), 
p . 266. 
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awareness is felt by the administrati.on as discussed in this section, the 
next step is to identify specific problems that should command the attention 
of the president, other executives in the institution, and finally the 
faculty and the students. "The first step in setting up the program," 
according to Harlow and Black, "is to define the public relations problem 
. 8 
of the institution which the program is to serve." It is necessary, there-
fore, and purposeful to identify the problems in order to justify a program 
of action in which important principles will be utilized. The problem may 
relate to either (1) internal problems, which involve students and faculty, 
or (2) external problems, which involve projecting the important work of 
the institution as carried on by the faculty to the many publics away from 
the campus. In either case a program of action is imperative. Griswold 
states that there~are four basic steps involved in any public relations 
plan: 
The first is the employment of scientific study to discover what are the 
public relations problems and what are their proportions. The second is 
the adopti.on of sincere policies of management on which a sound program can 
be based. The third is the drafting of a detailed program and the execution 
of it in a way best calculated to earn public approval and supporto The 
fourth step, which meets with more management and resistance and timi.dity 
than any of the others, is telling the public relations story in frank and 
convincing terms to all interested publics.9 
Thus Griswold sUlllmarizes modern concepts for attacking and effectively 
coping with public relations problems. 
Objectives 
Just as in planning any course of action, objectives should be estab-
8Rex Fe Harlow and Marvin M. Black, Practical Public Relations (New 
York, 1947), p. 337. 
9Griswold and Griswold, p. 12. 
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lished. These objectives may be long term or short term. Since public 
relations is not considered any particular course f'or immediate action, 
much care must be taken in fashioning a program to meet the needs of' the 
institution. Considerable time and a number of' conferences and planning 
sessions should be used. A program is usually made and the needs of the 
institution are scaled in the light of' objectives, and past and future 
accomplishments. The objectives will be formulated after a complete 
analysis of' the problem.lo 
lows: 
The public relations objectives for Iowa State College were as f'ol-
1. To win public support. 
2. To recruit superior students. 
3. To improve services and personnel. 




To win recognition for the superior quality of the product 
of the college (the alumni). 
To enhance the prestige of' and develop appreciation for 
the prof'essi.on of teaching and education in general. 
To gain respeyt and appreciation from other collegiate 
institutions. 1 
Fine surveyed some two hundred and seventy-five colleges and found that 
presidents and publi.city directors are agreed on essential objectives. 
Fine said: 
The most important publicity objective, chosen by adm.ini.strators and 
publicity directors in all types of colleges was 11 to build good will for 
the institution." Although its monetary value cannot be measured, good 
will is important and can prove a deoi.sive influence in business and 
i.ndustry. That i.t also applies to the educational field has been proved 
10r-Ia.rral, p. 2.3 • 
llBenjamin F:lne, Educational Publicity (New York), p. 16. 
1.3 
repeatedlyi· communities where schools have lost good will and respect suffer 
immensely. 2 
Finally, Reck emphasi.zes that the major objective of every planned 
public relations program. is "to convert the institution's many publics 
1.3 into agents who will speak and act f'or the institution." 
The Budget 
Good public relations require money. The administrator in every insti-
tution must express his awareness of public relations through making adequate 
budgetary provisions. A well conceived, adequate plan of action for improv-
ing public relations requires that careful attention be given the budget. 
Also since the public relations of any college or university are inextricably 
tied up with policy, the president will have to look favorably upon an 
adequate budget. 
The matter of setting up the budget becomes the job of the director 
when his program. has been accepted and agreed upon by all concerned, includ-
ing the president .. Reck stated, 11 In about six per cent of the institutions 
touched by the author's survey, no separate publicity or public relations 
budgets were made, the money for these functions being taken from the gen-
eral administrative budgets. 1114 In the other institutions the president 
and the director set the budget only after they had thorough conference 
and gained mutual understanding of the year's objectives. 
In the well-run organi.za.tion or institution the publi.c relatio·ns budget 
will be considered as including the support of the director and his staff. 
12Ibi.d. 
13Reck, Public Relations, p. 19. 
14rbid., p • .35. 
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The budget is a definite factor in revealing the public relations awareness 
of the institution. Griswold said: 
Perhaps the best measure of management's attitude La:warenesi/ to-
wards public l§lations is the salaries it pays to those in charge of 
the activity.' 
Actually there are as many ways of budgeting public relations as 
there are types of programs. Because of overlapping in the administra-
tive divisions in any institution there are numerous-ways of budgeting. 
Even in business and industry, though they may have an advertising and 
public relations department, they can seldom state an exact figure for 
public relationso A director of public relations and advertising for 
Phillips Petroleum Corporation said in thi.s regard: 
The Advertising and Public Relations Department is operated on a budget 
which is set up each year. Estimates are made of the various expenditures 
which will be required for the Department during the year. These include 
salaries, rentals, publications, advertising expenses, operating supplies, 
traveling expenses, etc. I can not give the amount of money allocated to 
the Department, ••• 16 
Public relations costs are often disguised. Griswold states that in 
many industries the accounting for public relations is listed as "industrial 
relations. 1117 Nor are public relations expenses always listed as such in 
colleges. Salari.es for. directors of public relations are not always listed 
as public relati.ons in college administration. Budgeting is separated 
under various heads. Thus, although budgeti.ng does give the measure of' 
public relations a-wareness attached to public relations for an institution, 
it is not always_ easy to determine the specific amounts budgeted as public 
relations. The college budget is separated for two reasons. First, the 
15Gris-wold and Griswold, p. 13. 
1%. K. W. Rugh in letter to the writer, (July 22, 1958), p. 2. 
17Griswold and Griswold, p. 95. 
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work of public relations is not recognized in all institutions as a part of 
administration. Second, it seems judicious to parcel out several small· 
amounts i.n separate budgets rather than in one large, all-inclusive budget 
for public relations. This method of measuring awareness, therefore, is not 
always reliable. 
Part Two--The Public Relations Program 
Sound public relations at any institution will depend upon the aware-
ness of the institution for public service, an understanding of basic 
principles of public relations, and ultimately upon a comprehensive pro-
gram, worked out by a trained director and the administration. In the 
previous section institutional awareness of public relations was dis-
cussed. Stewart Harral, for many years a worker in public relations 
in higher education, said: "Build around symbols understood by the 
masses o •• Sihen building a progra.m,7. n18 Reck said: 
One of the mos"t; important phases of the work, then ffi'efore building the 
program...? is that of determining the reactions of various publics to what 
an institution is, says and does. Only by acquiring this information 
can an institution hope to correct needless irritants and develop good 
will. 
More specifically, the public relations program is both corrective 
and interpretative--and corrective work should come first insofar as 
possible.19 
Harral further states that the characteristics of a program are that they 
be (1) desirable, (2) attainable, (3) definite, (4) understandable, and 
(5) continuous. Thus it is important that certain principles be understood 
by all concerned, along with the essentials of planning the details of the 
18rJ:arral, p. 25. 
19aeck, Pnblic Relations, p. 6. 
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program. The basic principles, Reck said, are: 20 
1. !'Good :eublici:ty will not make BE, for 12,oor public relations. 11 
Reck states that a number of institutions believe they can appropriate 
large sums for intensive publicity campaigns in order to divert attention 
from weaJmesses which had caused misunderstanding and criticism and solve 
their ills. But no matter what a college or university says, the public 
will form judgments of it based on the things i.t does or the things it 
fails to do. 
2, "Good J2Ublicit;z--that is, wide publicit;y:--~ in ~ali.t;z: ~~q 
i2. £_00:1:: ;eubli.£ relations." One midwestern college announced that girls 
at Hallesly will not need chemise dresses this fall. An occasfonal story 
of this type probably does an institution no harm, but too many will 
boomerang. The question might be asked, "Is there no worth-while news 
coming out of this college?" This information could be included in an 
information.leaflet sent to prospective girl students. 
3. · IIL'!l?liq_ relations pegin.~ ~ home. 11 Every insti tut.ion would do 
1·1ell to give attention to "ripples of discontent and irri.tation" radiating 
from the campus. 
4. "The Golden ~t}1.~. !.§. the way to all :e~1blic. relations success. 11 
Attacks on other institutions are not desirable for good public relations. 
Some important persons, including some of the college's strongest pot.en··· 
tial supporters, could be ali.enated. 
5. "Public relations i.s !! wa.y of life for fill insti.tutj,Q,u--UQ.]. ~ 
,job :j:'91~ @:. f:!inglE!_ !B,.d)..vi.duaJ.:. 11 If a symbol of friendliness has bee11 pro-
jected .by the public:tty office i11 some pubHcation 01" sign and a visitor 
comes ·to the campus to d:i.scover this to be hardly true, the institution 
20ib:td. , pp. 11-15. 
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may be wrongly labeled. 
6. "' 11Public relations involves the abilit:z to take criticism, admit 
faults and rectify shortcomings." An institution should be disposed to 
rectify situat:i.ons in which it has been wrong. 
7. "If §. college Q!. university is ~ enjoy good public rela;t;ions, 
what ;bi does'must ~ in line with what it says." Reck states that "many 
institutions break down because they fail to measure up to the bright 
pictures painted by publicity issued." 
8. "Public relations activities ~·most effective when they demon-
strate that the institution is keenll ~ of its social and moral respon-
sibilities." An institution may turn a negative condition into a positive 
one by accepting responsibility when others are jeopardized. A college 
may cut off its gas or lights when there is a power breakdown in orde.r to 
be helpful to the·,.public. There are many occasions which may arise when 
an institution can gain much by its acts of responsibility. 
9. "Public relations, like morals, is compounded of man:z little 
things." Certain practices of economy when noticed by visitors to the cam-
pus can be good public relations. Berea College had a worker in the kitchen 
peeling potatoes so thin that i.t was noticed by a visitor. The result was 
a fine gift to the institution. 
10. Public relations :!.! ~ and foremost ~ matter 2£. policy. 11 
Public relations, therefore, has to do with "creating, shaping and imple-
menting policies which will be reflected in the friendship and su~port of 
all people whose opinions or reactions in any -way affect an institution. 1121 
21Reok, Public Relations, p. 15. 
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Essentials~ Plarming the Program 
Prior to setting up major divisions of the public relations program, 
the administration "should next determine the various publics with which 
the institution should maintain contacts planned to give service and pro-
mote complete understanding and warm friendship, if not actually active 
in its behalf'. 1122 The list of publics have grown so large that it is 
difficult to plan a program which would systematically make contact with 
all the publics. Actµally everyone with which the institution comes in 
contact is a public, but special effort may be directed at members of 
the following groups: 
1. Prospective students 
2. Parents 
3. Students 
4. Staff members, including administrators, teachers, office 
employees, and maintenance employees 
5. Alumni 
6. Honorary alumni 
7. Trustees 
8. Board of regents 
9. Sister colleges 
10. Accrediting agencies 
11. Educational associations 
12. Learned societies 
13. Secondary schools 
14. Employers of college graduates 
15. Professional men and women 
22Ibid., p. 38. 
16. Business and agriculture 
17. Industry 
18. Labor 
19. Mini.sters and churches 
20. Donors 
21. Prospective donors and .friends 
22. Clubs and sodeties interested in cultural aims 
23. Newspaper and magazine editors 
24. Radio officials 
25. Motion picture officials 
26. Campus visitors 
27. Telephone callers 
28. Govermnent--local, state, and national 
29. Armed forces and returned veterans 
30. Other nations 
This list can be modified when the surrounding area of a college fa 
studied. But in an;v case the publics should be recognized and become 
a part of' the essent:! .. al planning in setting up the program. This list 
is found i.n Reck I s Public Relations Program for Col1:_~ges and Univer-
sities, pp. 38-39. 
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"Detailed planning is basic for success in public relati.ons--and the 
job is never done," Reck saia.23 After consideration and study of the 
varjous publics the next step is to group the publics in such a way that 
divisions of labor in the public relatfons program can be set up for 
accomplishing the objectives previ.ously agreed upon so as to utilize good 
principles of public relations. Reck further said: 
23Ibid., p. 54. 
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To be successful, the public relations program must be comprehensive 
with every contact .so handled that the basic purposes of the program will 
be projected. ·· 
Careful, definite planning of the public relations program on both 
a short and a long term basis is needed to giv~ the director and his 
co-workers a guide in their day-to-day duties.24 
Reck has pointed out, and explained by way of illustration, six major 
groups through which the objectives of public relations can be reached. 
They are staff members, students, alumni, trustees or boards of regents, 
parents, and local citizens.25 
'. Staff members. The college public relations department is concerned 
with the staff members' good work on the job, in laboratory and classroom; 
honesty and fairness in attitudes; familiarity with college history; 
traditions; customs; personal interest in alumni and students; open houses 
for parents and students; courtesy to vi.si tors; parti.cipation in community 
life; leadership in professional organizations; books, articles, addresses; 
letters of greeting, commendation, congratulations, appreciation, and 
condolence to former students. 
Students. The public relations department is concerned with the 
students 1 familiarity with the history, traditions, ideals of the college; 
personal neatness; respect for property and rights of others; courtesy 
to visitors; talks at public meetings; cooperation in community activ-
ities, benefits, projects; entertainment for parents and alumni; Christ-
mas caroling; publications and special.events for prospective students; 
music and dramatics programs; and guide service. 
Trustees Q!:. Boards 2£. Regents. The public relations program will be 
24Ibid. 
25rbid., p. 63. 
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concerned with dinners for trustees or boards of regents, luncheons to 
introduce the president to the comm.unity, prospective donors and others; 
bulletins and letters for prospective students; special projects for col-
lege students; letters of appreciation, congratulation to staff members, 
donors. 
Alumni. The public relations program will be concerned with personal 
contact with alumni; personal contact with prospective students and donors; 
introduction of the college president to the comm.unity; dinners for donors 
and prospective donors and others; placement and rehabilitation work; 
sponsorship of choir, dramatics groups, and art displays. 
Parents. The public relations program will be concerned with nomina·-
tion of replacements for graduating sons or daughters, parents• associa-
tion with projects of the college, "Parents Day," and similar activities. 
Local citizens. The public relations program will be concerned with 
sponsorship of college emphasis week, or back-to-college week; cooperation 
in sponsorship of concerts, conferences, etc.; employment of students 
and alumni; and cooperation in fund-raising ventures. 
The Divisions of the Program 
Now that the i.nstitution is fully aware that something needs to be 
done about its public relations, that the administration understands some 
of the principles of good pubUc relations, and that considerable attention 
has been given to the essentials of plann:i.ng the program, it is time to 
name the separate functions. These functions will become full-fledged 
segments of the public relations program, each a program. in itself with 
staff members set up to manage it. Reck and others agree that a good 
program of public relations for the college or university should have 
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the following divisions:26 





This study will explore these five divisions as the main components 
of an ideal public relations program. For the small college Reck would 
combine publicati.ons or special services with publicity, which is not at 
all an illogical plan.27 But if the growing institutions of today exercise 
their best practices and principles of public relations, all of the above 
five divisions will be supported by the administration. 
A recent writer has suggested that the man responsible f'or the public 
relations and development program should have at least the following:28 
Publio relations (including information services) 
Industrial liaison office 
Placement office 
Student recruitment (but not admissions) 
Alumni office (or direct liaison with it) 
Fund-raising office. 
The director or a member of his staff would serve in at least an advisory 
oapaci ty on the followi.ng college com.mi ttees: 
Honorary degrees 
Public affairs and observances 
2q.Ibid., p. 51. 
27rbid., p. 5.o. 
:.:SH. Russell Bintzer, "A New Look at the College Development--Public 




This writer does not list special services, which are basic to the com-
plete program. Placement is listed under special services by Reck. 
·~ Publicity Program 
Publicity is a major tool of public relations. 29 The meaning of 
publicity has become rather common knowledge. Publicity is the telling 
aspects of the public relations program. Griswold said, "Publicity is 
perhaps the most versatile tool of public relations.n30 This tool takes 
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several physical forms, in newspapers, magazines, advertisements, radio 
and television, news reel, direct mail, the platform, displays and ex-
hibits, pictures, and field work for student recruitment • .31 Other types 
of programs designed for publicity purposes are those used in radio espe-
cially. They are newscasti3, spot shows, series, round table discussions, 
addresses, drama, man-on-the-street, music, and sports.32 It is necessary 
that the director survey all the possibilities of publjcity for the jn-
stitution and then do that which is indigenous 11to your institution. 11.33 
Publicity may be divided conveniently into internal and external func-
tions. The internal publicity inc·ludes the college bullet:i.ns for faculty, 
catalogues, annual reports, alumni publications, the college newspaper, 
29aeck, Public Relations, p. 2. 
30uriswold and Griswold, p. 347 • 
.3lw. Emerson Reck, College Publicity Manual (New York,1947),pp.77-147. 
32Ibid. , p. 11.3. 
33rbid. 
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and house organs. Teachers 1 organizations, for example, are on the lookout 
for varfous internal avenues..34 The external publicity has to do with all 
publications that are designed to inform, to interpret, to promote, and to 
record events and happenings of an jnsti tuti.on through the present-day mass 
media of colll.lllunication. The mass media will reach most of the publics away 
from the campus. 
The difference between public relations and publicitx. Public relations 
has been defined in a previous section as consisting of 11the sum total of all 
the impressions made by an institution itself and the varfous persons connected 
with ·1t" 11 Reck said also, 11Publici ty is anything that serves to gai.n public 
13.ttention for an individual or an institution.1135 
The one criterion for the publici.ty of any college or m1iversit,y, other 
than publicity resulting from the force of circumstances,, should be ''Will 
it advance the public relations of the insti tution?u36 
Unless the publicity director, who is a part of the over-all team of 
public relations of the institution, understands the real aims and purposes 
of publicity, he will not be an efficient member of the team. He will 
need to understand the concept that, although he is interested in truth, 
he will not create sensations in order to get his college into print. Ex-
amples of the injudicious writings of neophytes in college publi.city are 
legi.on. 
In summary, publ:tc relations seeks to determine the policies and prov:i.de 
the activiti.es which will make constructive publicity possible, while pub-
lii:::i ty endeavors to give the college I s publics the i.nformation ne§7ssary 
to maintain opinion which is intelligent, informed and favorable. 
34Fine, p. 471. 
35Reck, Public Relations, p. 7. 
36i.:i.eck, College Publici,& Manual, p. 2. 
37rb:i.d., p • .3o 
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Publicity through™ releases. Perhaps the most important use·of' 
the ne-ws release today is the role it plays in connectfon with the .county, 
district, and state newspapers. On whatever level, the newspaper is an 
important outlet for the news release. The outlets for the news release 
are 2,200 daily newspapers, 9,600 weeklies, 1,900 industrial journals, 250 
agricultural magazines, and 700 magazines. This does not include the use 
of publjcity releases geared for the nation's radio and television stations. 
Releases to newspapers can take the form of human interest items, that 
is, short stories or illustrations about children, students or animals; the 
feature, which is an article of considerable length designed to instruct, 
inform, or guide the readers in particular areas of interest; and the 
straight news story. The latter is the main function of the news release 
and is a continuous publicity force for an institution. 
News releases are classified as (1) general, (2) departmental, and 
(3) hometown. The general release will tell the story of general progress 
of the college or university, such as construction of new plant facjlities, 
additions and promotions of faculty members, and curriculum changes. The 
departmental story wi.11 project advances which are peculiar to certain de-
partments. The hometown story is primarily a story written to inform the 
hometown people that one of its sons or daughters has made. a good mark at 
the college or university. 
The distribution of copy is dependent upon geographic position, mai.l 
schedules out of town, and special services provided in the area for de-
livery. These conditions will have to be studied by the director to insure 
that releases are·timely and that they reach destinations for all media 
at the same time. 
The news release is usually sent first-class to insure proper delivery 
and handling at the destinati.on. The clip sheet, which is utilized by 
larger institutions, may be sent second-class; thus some savings in the 
mass mailing may be made. 
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Other methods used to get news of the college to its destination are 
telegraph, telephone, messenger service, and personal delivery. Reck states 
that it is good for the publicity department's relations to occasionally 
deliver in person the news release to a medium. Although the news release 
is an all~purpose mountain-mover in the publicity program for any institu-
tion, there are other avenues for achieving the prestige that publicity is 
designed to accomplish. The other avenues for achi.eving prestige for an 
institution through publicity will be discussed under the section on publi-
cations, one of the five divisions of the publi.c relations program of a 
college or university. 
The ~ of ~~media in the publicity program. The newspaper, 
the world's oldest news-disseminating enterprise, continues to distribute 
more news and carry more adventising than all the other mass media. A re-
port from one of the state I s oil companies listed its appo.rtionment for 
advertising with the mass media as follows: 
Distribution of advertisi.ng expen:di tti.'t'es,; among the wide range of media we 
use are approximately as follows: newspapers, 36 per cent of budget; tele-
vision, 30 per cent; radio, 12 per cent; billboards, 7 per cent; fa.rm 
papers, 7 per cent; and others, 8 per cent.38 
Although this company refuses to reveal their advertising budget, their 
sponsorship of a number of television programs is evidence enough that 
their advertising budget is sizeable. 
Television and radio offer a.n excellent opportunity for the alert 
director. Only the most recent literature in the field of public relations 
:38:augh, p. 2. 
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could show the impact of these media as well as the above statement by the 
company director. Radio and television combined use 42 per cent of the 
company's advertising budget, as compared wi.th newspapers, which use only 
36 per cent. College publicity will perhaps make use of radio and tels-
vis.ion in that proporti.on also. The details for use of radio and t,elevision 
for program.ming of the college's many activities offer opportunities for 
supplementing the news release and the bal-ops (pictures) sent to tele-
vision stations. 
One of the programs in radio now used by the State College of Washing-
ton is called by Allen Miller, director of information services, trpackage 
programs." This college has a transcription service now in its eighth 
year and js·planning to launch a kinescope recording service to extend the 
package program. plan to cover both radio and televi.sion..39 Miller said: 
During the last regular school year, 348 program units per week were 
distributed to 57 stations in 39 cities. Duri.ng the course of the year 
nearly 17,000 program units were broadcast occupying free time which would 
have cost a commercial sponsor more than $150,000 for the time alone.40 
The writer further said that the cost for his program was between $8,000 
and $10,000. 
The University of Texas is currently sending out more than seventy 
tapes a day to radio stations in Texas. There may be other transcri.ption 
services both older and larger. These programs will be those indigenous 
to the institutiono 
11Big11 publicity and the direct approach. Problems in ways and means 
to achieve best results from publicity for the colleges and universities 
today involve three things: (1) big publicity (a veritable coup), (2) 
39Allen Miller, "Package Programs," ~, January, 1958, pp. 15-17. 
40rbid. 
continuous mass publicity, (small publicity), and (3) direct approach. 
Only recently have directors of public relations given these problems care-
ful consideration. Big publicity involves national publicity, either 
planned or accidental. .A college f'ootball team may win the national cham-
pionship • .A college professor could win several hundred thousand dollars 
on a television quiz show. The result is national publicity. Does this 
pay, one way or another? Continuous mass publicity is keeping to the 
routine day after day in the usual way, serving the media with small and 
sometimes not so small stories. Direct approach is the use of the letter, 
or personalized leaflet, sent to a prospective student. If the college is. 
interested i.n student reaction and prospective student reactions, St. John's 
College has an answer. Most publicists today have agreed that continuous 
small stories about an institution are better than an occasional big story. 
The best example in our present day of the "big" story not being as imper-
tant actually as direct mail publici~hy was the story of Charles Van Doren, 
an alumnus of St. John's College, Maryland, who repeatedly mentioned this 
college on the NBC television program "Twenty-One." St. John's reced ved 
two applications from prospective students and a hundred inquiries about 
the college as a result of this publicity. A direct mail letter to 350 
high school principals brought replies from 98. Alan Marshal, assistant 
to the president, said about the Charles Van Doren phenomenon as related 
to their publicity: 
Publicity of this kind L,national publicity in ~' ~, and televisioE,,l, 
however, is not effective, over the years ~ithout the direct approach to 
students, teachers, guidance counsellors, prospective donors and other 
friends of the institution. Similarly, the direct approach is less effec-
tive without the background of general publicity. 
However, for St. John's as for colleges and universities which may 
be less advantageously situated with respect to national publici.ty, the 
direct approach is the indispensable element in cultivating the 
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institution's clientele.41 
Such phenomena. in public relations should prove to those doing the 
publicity job that continuous publicity to publics served by the institu-
tion is the better form of public relations. 
The well-rounded program, therefore, will from the beginning have the 
supervision of' a qualified public relations man. The program will have 
four or five divisions to carry on the important functions of projecting 
the college and maintaining its prestige and offeri.ng services to the 
·people. Publicity is an important division. This well-balanced program 
will be budgeted in appropriate but ample manner. The director will con-
tinually study the media and the audiences or publics served by them. The 
needs of the program must be communicated to the administrator. The pro-
gram will have administration sanction at all times. 
David D. Henry, president of the University of Illinois said: 
Public relations in the broad sense only begin with the organization and 
dissemination of information about the institutional program. The deter~ 
mining factor in public appraisal is the adequacy of the program itself. 
No institutional program will be as effective as it can be unless it i.s 
bui.lt upon a continuing concern with how best to adapt the program to the 
needs and aspirations of the society of which it is a part. 
To summarize, one of the most important unsolved problems in the rela-
tion of hi.gher education to its public is the lack of machinery to give the 
.American people a comprehensive, objective multiple-dimensi.onal view of 42 
their colleges ai.1d universities and to do so repeatedly and continuously. 
?pecial Services 
The second division of the public relations program is special ser-
vices. These services may be divided into on-campus and off-campus 
41Alan Marshal, "Scatter Gun or Pin Po:i.nt," ~' May, 1957, p. 19. 
42navid D. Henry, "Higher Education a.nd the Public," Pride, February, 
1957, p. 22. 
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activities. Special services are usually those activities which are designed 
for serving special groups or publics. This function is not necessarily 
publicity but a kind of predisposition to serve and also the executing of 
ways to serve. Reck states: 
It is a mark of good planning ••• to build a program that will 
reach every public in some manner, and the program should also use every 
medium which can be employed with dj.gnity. At the same time it must not 
be forgotten that the completed program should have balance--balance be-
tween activities and aims, balance among departments, balance on emphases, 
balance from the standpoint of expenditure.43 
The special services division, therefore, will conduct every manner of 
service within the college's objectives. These services are not actual 
classroom instruction on the campus. Some of the services, however, may 
relate very closely to instruction. Extension courses are a kind of 
\ 
special service, considered so under present concepts of the division. 
What are the areas of specific activity that are special services? Reck 
lists the following: 
Educational movies 
Speakers (speakers' bureaus) 
Musicians 
Discussion leaders 






Radio recordings (transcriptions) 
43Reck., Public RelatiQ.!!.[, p. 65. 
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· Guide service 
Placement. 
Kinescopes might be added to this list. This is a recording for tele-
vision. One state college in Washington plans to launch a kinescope re-
cording service .44 Television news film can also be added to the list. 
Davidson College, Davidson, North Carolina, has a program in which it pre-
pares news film for ten stations in the southeastern United States.45 First 
action of this kind, covering a special event by television news film, was 
recounted in Pride by the associate director of Alumni and Public Relations 
at Davidson College. This special event was the resignation of their presi-
dent, Dr. John R. Cunningham. The action began early the morning of Febru-
ary 19, 1957. Since the president had announced his intentions to the 
director a.few days ahead of his resignation, the experiment to film the 
event and send it to television stations began illl.lllediately. When the film 
had been taken (most of it, inside because of rain), ten prints were ordered 
on five-minute reels. These were edited to 3:05 minutes. All possi.ble 
news media had been recipients of the story. These included in addition to 
television, radio script, and news releases that were sent to most of the 
state dailies, Associated Press ,and United Press, and the ~ ~ ~ 1 
education editor. This was called in by the director. The !JJ11es took one 
hundred and fifty words. The director calculated that over television 
this special event reached an audience of 750,000 persons, perhaps over a 
million, since five stations used it twice. The cost of this enterprise 
was some two hundred dollars. The di.rector said that co stwi se it was about 
fi.fty viewers a penny. The writer concluded: 
44Miller, p. 15. 
L~5James W. Jackson, Jr., "TV News Film Coverage,"~' May, 1957, -
p. 22. 
The future appears limitless. Campus footage scripted for a news 
announcement, campus features such as fraternity week, scholarship 
competition, the opening of school, and conm1ents on the national educa-
tion picture can be filmed easily and with relatively little expense~ 
Within the bounds of funds and time, we plan to make extensive use of 
television news in the future. 
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Since our alumni and public relations operation is combined, we hope 
to reap double benefits by compiling periodic ne1~sreels and shm,iing campus 
news to ahunni gatherings. For the bigger bureaus with more men, money, 
and material, television should be a real challenge.46 
Other special events can include presidential inaugurations, honor 
assemblies for students and faculty, and visits of unusual personages to 
the campus. A special event in any case should be a big event that would 
warrant cove.rage by the special services division. 
Educational movies. Movies of all kinds, documentaries, slides and 
filmstrips provide a service to outlying community schools as well as local 
comnmnity organizations. Movies can be kept for rental, whereas others can 
be ordered for various groups. The college might prepare a brochure and 
send to surrounding high schools. This brochure would have titles of' 
movies, whether silent or sound, or bJ.a ck and white , or colored; lengtb 
of run, synopsis of contents, and suggested uses. Fi.lms should be avail·· 
able for curri.cular or instructional use and entertainment. Most colleges 
have film 1:1.braries. This service is one of the most important of special 
services. U"sually there is a director, who is e:i.ther in charge of audi.o-
visual acMvities or :l .. n charge of extension. 
In-service traini4g, §:TI.£ workshoEs• For a period these instructional 
services to teachers had been called in-service trai.ning; now the program 
is usually called a workshop. Workshops are held in a multitude of subject 
matter f:i.elds, Among these are readi.ng, language arts, photo-journalism, 
-----
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secondary education, .the gifted child, guidance, music, administration, 
aviation, public relations, community relations, math~matics, and busi- · 
ness. These are all exce;I.lent media for· wi.nning the good will of principals 
and superintendents in the secondary schools.47 Workshops usually r,un for 
• I 
one or two weeks and off er college credit. -Conferences may be for one or 
two days. 
, 
§12.eaker I s s.ervi ce. One. of.· the mo st widespread special services in 
$ 
colleges today is the speaker's bureau.· This is perhaps the most natural 
adjunct of the public relation,s program. Every college professor is a 
potential speaker especially in his field of teaching. 
public speakers for- special occasions in the community. 
Many of them are 
. . 
Closely allied to 
the speaker t s bureau is the services through music a11.d drama. Many syllabi 
of the special se:t:"vices division contain professional service titles and 
popular titles for-speeches. In the same syl.:!-abi may be listed the enter-
. . . 
tainment bureau• s offerings. These offerings will be entertaining speeches, 
drama and reading presentatjons, and music. The latter may consist of _ 
vocal ensembles, glee clubs, band nwnbers, and solos, both instrumental 
and vocal.· Many times the colleges go on tours to neighboring high schools 
each spring. ~ 
Athletic services. There is hardly a college anywhere which does . 
not offer athletic. services. These services may be of various kinds. 
Athletic tournaments are.conducted for district high schools in their 
. - ' 
ch8:)llp~,onship eliminations contests. There may be' other inviti;tional top.r'"".' 
naments for the high schools in vJhich many schools participate and in which 
many pupils and their parents ,are, involv~d. , If well run, these activities 
can create much good will for an institution. 
47.rteck, Public Relations, p. 102. 
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The athletic department of the college may hold clinics for secondary 
coaches in many sports, including football, baseball, tennis, and track, 
Often the coaches conduct field meets in other communities or at other si.s-
ter i.nstitutions as a service.425 These are but a few of the many services 
offered by athletic departments of the colleges and universities. They 
are good avenues of good will. 
Placement service. Another of the essential services of the special 
services division is placement. Some colleges place considerable emphasis 
on this work. The teacher trai.ning institutions invite superintendents 
to the campus during the spring season to interview potential teachers. 
The superi.ntendents appreciate this service, and they often call upon the 
college director to assist in finding and placing teachers. Often there 
is provision made by the placement service for follow-up work. The place-
ment services keep records of the various positions that its former grad-
uates hold and have·held. The placement services inquire about the teachers 
they have placed. The placement services can create much good will in 
a wide area •. 
In the larger institutions some of the schools or departments have 
their own ,Placement servi.ces. Placement is sometimes a part of the almnni 
service organization on the campus. The placement work is conducted by 
varfous officials of the college. Some are operated by the assistant to 
the presi.dent, some by the registrar, and others by an extension division 
di.rector. Few colleges have placement directly under the public relations 
director. 
Defiance College was one of' the first institutions to establish a 
Placement Bureau and the work of this division has gone far to enhance 
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the college 8 s public relations not only with students, but .. also wi tl;i alum-
ni, the community, business and industry. Defiance also has a follow-up 
system through which it recommends graduates for appointment to better 
positions as rapjdly as they gain experience and additional academic 
training,49 
Although most o.f America's colleges and universities trace their be-
ginnings to the benefactions of individuals and gifts which are now sought 
by almost every institution of higher learni.ng, including the state-supported 
universities, the history of higher education and of individual colleges 
is cluttered.with amazing stories of poor relations with donors and prospec-
tive donors.50 . 
Although Mr. Reck recounts numerous true stories of many of our present-
day institutions of higher learni.ng and how they were the recipients of 
fabulous sums for buildings and memorials, the large donor system has about 
faded a-way. This does not mean that there are 1:i.ot yet qui.te substantial 
amounts occasionally granted to a university, but it does mean that fund' 
rai.sing methods and amounts have changed; Ameri.ca I s colleges and un:i.ve:r-
sities haye changed and have been classified in several ways: private, 
public, land-grantj and municipal. They are also classified as women I s 
colleges, two-year college,s, state colleges, and church-related colleges" 
A few studies have been made which report variations in methods of' fund 
raising, 
DevelOJ?.Jllent" Many of the present programs in higher educat:ton are 
designed to receive bequests from individuals; others are designed to get 
financia.l support from alumni through small gifts. This latter method is 
v~ry popular today. There has been a passi11g off of the. large. donors j 
but a rjse in small gifts. Directors of development programs today are 
l1,9Ibid., p. 76. 
50rbid., p. 114. 
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sure that there is a way to get money. H. Russell Bintzer, Vice-President 
of Carnegi.e Institute of Technology, said, ''We are faced with two basic 
questions: 
1. Do people have money to give? 
2. If they do, will they believe in our colleges enough to give 
some of their money to them?" 
If we can answer these two questions affirmatively, we have no problem at 
all; we are assured of funds. But, since we don't have the cash i.n hand, 
it would appear that we do have a problem. Only, it isn't a financial 
problem--it 1 s really a public relations and selling job that must be done.51 
Thus, public relations is the answer to this age-old problem of rais-
ing funds, for whatever purpose. The story of fund-raising is one of 
organized campaigns for specific purposes. Practitioners in public rela-
tions, more specifically fund-raising, have formuBS for achieving short-
term goals in fund-raising, especially for churches and non-profit organi-
zations. Even the colleges and universities, especially the church-related 
colleges and universities, have for several years called upon fund-raisers 
to enlarge the necessary campus facilities. Development has been defined 
by Bintzer: 
I believe a development program is one that is (a) constantly concerned 
with the organi.zed, long-range i.nterpretation and communication of all 
that is good about the college so that the greatest numbers of its natural 
consti tuenci.es will be moved to place the interests of the college among 
their foremost concerns; and (b) constantly alert to all the forces that 
conceivably could affect the operati.on of' the college i.n one way or 
another.52 
Thus development is defined as specializing in gaining the confidence 
and interest of those few who can assist in the welfare of the inst:f.tu-
tion in a f'inanci.al way. The fund-raising program will, therefore, be 
51Bintzer, p. 8. 
52Ibid. 
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involved in (a) fund campaigns and (b) long range plans for financial aid. 
The former may :involve the college and the commun:ity :in a new building 
program such as a non-tax supported auxiliary, e.g., ,student un.ion build-
ing or a chapel. Funds for stadiums and dormitories may come within this 
category. Programs in the long-range and continuous plans include bequests, 
scholarships, and endowments" 
Bequests. This aspect of fund-raising has been defined as follows: 
A bequest program i.s a long range planning to accomplish at a future 
time what is, in effect, an inuned:i.ate need. Just as individuals try to 
insure the future of' their families through estate planning, etc., so do 
educational institutions have a form of insurance through bequest programs.53 
RutgersR bequest set-up consists of: 
.1. A small advisory committee of individuals fromfinancial 
counselling professions. 
2. A series of pamphlets entitled ''Ideas on Thoughtful Philanthropy, 11 
each of which will contain one theme and which will be equally 
applicable for use by financial counsellors, corporate executives, 
or private individuals. 
J. I\. f:lle folder to retain the bequest information publications.5L. 
This simple procedure stands available to make arrangments with indi-
viduals or corporations when the slow work of the low-pressure selling job 
has been finally e:E'fective. It is not always difficult to know when a be-
quest program is succeeding. Thus the bequest principle is one which works 
toward funds being gi.ven by persons who provi.de for it in wills. 
In summary, the fund raising program will be accomplished through: 
1. Gifts and bequests 
2. Alumni fund base of support 
3. General publi.c as a source of benefactions. 
5.3.11.rthur G. Frantzreb, "Bequests Gampaign, 11 Pride, February, 1957, 
p. 12. 
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Hawthorne has said that there has been a change of emphasis on rai.s-
ing funds for endowment. 
Administrators and speciali.sts in college nnancing agree that it is be-
coming increasingly difficult to secure large donations for endo-wments. 
• • • A rnore favorable approach lies in the area of annual gifts and 
grants from established philanthropic :fbundations and busi.ness corporations 
and in developing a broad base of support by individuals· in the middle 
and lo-wer-income brackets. Such. an approach, however, w:i.11 requi.re more 
effective methods of appeal, more business-li.ke organizati.on, and more 
cooperative efforts on the part of the colleges and universities than has 
been used in the past.55 
In the past non-a.ltunnl gi.ft,s have been of utmost importance. A casual 
inspection of the Harvard .financial reports make it quite clear that these 
bequests and gif·ts have been of major importance. A single illustration 
is the magn:1.tude of gifts made by Ed-ward S. Harkness, Yale 1 97, whose 
"total benefactions to Harvard ultimately amounted to about twenty million. 11 56 
Hawthorne concluded from his studies in regard to fund raising for American 
colleges: 
The cost of fund-raising must always be commensurate -with the results de-
sired,, This principle is one most likely to be sl:1.ghted in financing 
college programs of fund-rai si.ng. College people are particularly sensi-
tive to the opi.nions of faculty, .~rtudents, and friends that "promotional" 
costs are wasteful. •.•• The resolution of this conflict of cost-versus--
results must be astutely worked out for each local situation. Strict 
financial accountabiUty must be established.57 
The best opportunities for college fund-raising today are in the local 
communitfos ·where the colleges are locatede Whjle the "corporate approach11 
is popular, the competi.tion is keen among the colleges and universi tiese 
The corporati.ons say they are not chari"Gable organizations, although they 
may be able to continue to give to the colleges. Vice-President J. H. 
55Edward Lo Hawthorne, Fund Raisin_g for the ~ Col_le~, New York, 
1950, p. 51, as quoted in Financing Higher Education, Vol. V, Higher.~-
!:_:ion for ~merican Democracy {The President's Commission, 1948), p. 48. · 
56Reck, Public Relatfo11§., p. 15. 
57Hawthorne, p. 201. 
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Pipkin of Texaco asserts, 11 ••• no business corporation can regard itself 
as a charitable institution. 115 S Business philanthropy is at best a by-
product. Corporations will also gi.ve when they can see they are getting 
something. There are today, however, literally hundreds of national 
corporate aids to help educational programs. The fund-raisi.ng offi.cers 
will have to keep their eyes on them and tr-.1 to meet the competi.tion. 
Fund-raising officers may get one of the best "texts" on corporate founda-
tion by writing to the National Industrial Conference Board, 460 Park 
Avenue, New York, New York, and request 11Studies in Business Policy No. 
73, Company-Sponsored Foundations. 11 59 The most important step of the 11hard 
sell" is the doorsteps that the dollars are on; this is the local commu-
nity. A number of colleges are experiencing success in their local 
communities. 
One of the most promising, all-round forces of the present day for 
the ongoing of hi.gher education is the cultivation al'.1d enlistment of alum-
ni in the programs of the natfon' s colleges and universities. The almnn:i. 
are members of the college family, and if they are kept informed of the 
progress of their alma mater, its needs, and its plans, they will be of 
inestimable value as supporters. The reputation and prestige of any 
institution :!.s rightly tied in with its alumni. Present plans for expan-
sion of the colleges, i.ncluding fina.11.cial reserve, can be somewhat depen-
dent upon good alumni relations. Christopher E. Persons of Stanford Univer-
s:l.ty said :i.n ·1us inspi.rational little book, Public Relati.ons fQ.r. Qolleges 
58nonald V. Stophlet, "Updating the Corporate Approach, n !:'~, March, 
1958, p. 12. 
59rbid., p. 14. 
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~ UniversJ.~ies, about twelve years ago: 
There is one type of educational institution that always can get, and 
does receive, financial support with its ensuing values •••• It is the 
instituti.on bearing the magic imprint of prestige, By prestige is meant 
public recognition of a worthy undertaking "$Specially well done. It is 
not a matter of size, or of wealth •••• It cannot be ballyhooed or press-
agented into existence, nor can it be long maintained where the conditions 
of it are not met. From true prestige all scholastic blessings flow. 60 
The alumni, perhaps more than any other group, excepting the faculty and 
its administration, can maintain the prestige of the institution. 
~pforming the alumnL Most colleges and universities make attempts, 
some much more than others, to inform the alumni through various media, 
Among these are the newsletter, the alumni magazine, and letters from the 
president. These are the most effective. A number of colleges send the 
college newspapers to members of the association. 
Standard procedure in a good program of informing altunni is the use 
of the newsletter, the magazine, and letters from the college president. 
Each one has an important function. The newsletter brings continuous news 
of the college and also reports items about alumni. The magazine explores 
the large news about the college. In it are major featur('lS of college pro-
gress. Illustrio.us alurnn:t 1iJill be fully treated in each issue. Details 
of campaigns and need,s of the college can be presetited in an impressive 
manner. The president should preferably wri.te as many personal letters 
as pos,sible. Some :presidents write congratulatory letters to many of 
their alu.rm::d.. The president finds :t t important to know the whereabouts 
of the former students of the college. Reck said: 
The alumni form the most important off-campus public of most colleges and 
1.miversi ti.es, and there i.s no li.mit to the good they can do for thei.r 
institutions provided (1) the experiences of their undergraduate years 
can be recalled wi.th appreciation and pleasure; (2) they are kept fully 
informed regarding the objectives, policle,s, progress and problems of 
their a.lm.a maters, (3) they are given an opport1.mi ty to perform 
60George A. Pettitt, "Tl:},e Evaluation of' Publi.c Relations Programs," 
~ II, March, 1958, p. 10. 
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challenging tasks for their institutions. 61 
Reck' s suggestions embody the sound possi bili -~ies of a 11orking, 
efficient alunmi program. 
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Special eventl!_ for. alumni. A well-planned program would provide for 
several special events for alumni when they would be inv:i .. ted to rettu~n to 
the campus. One of the more popular i.s the traditional homecoming. This 
event consists of a measure of entertai~ent, parades, an al~i banquet, 
and possi.bly an athletic event. This program can start on Friday even ... 
ing with an outstanding performance in the amphitheater or auditorium. 
On the next morning will usually be the parade, in whi.ch students on the 
campus have prepared floats to exhibit for altmmi and townspeople on the 
downtown streets. Informal luncheons can be held Saturday at noon. The 
afternoon can be climaxed with a football game. A dinner banquet can be 
held at an appropriate center. Afterwards a dance may be held for those 
desiri.ng this kind of activity. 
Another kind of event now becoming popular is the recognitions award 
assembzy. Outstanding altmmi from over the nat:ion will be c:lted in a 
special assembly at the college. 
Some schools have an al·1.mmi college in whfoh the college furnishes 
lectures in special fi.elds for those interested. 
Reguisi.tes for good alumni relations. Two requisites for goop. alum-
ni relations are presidential support and a strong alumni organization. 
ActuallY, a strong organization can indirectly be the work of the pres .... 
i.dento As the college I s chief administrator, he will first of all 
need to be aviare of the possibilities for alurpni support. The program 
will depend upon his implementation for media to be used to inform alumni, 
61Reck, Public Relations, p. 182. 
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and he will need to assign a worker, perhaps a field representative, -to 
set up meetings and alumni programs over the area and region served by the 
college.62 
The Publications Program 
The publications program at the college should be given the same 
attention by the director as the other divisions. In a previous section 
of this study, it was suggested that in some organizations the program is 
definitely within the division of publicity~ Although this is not an il-
logical plan, the publications program of the colleges and universities 
will continue to merit special attention. 
What are the functions of publications in the total program of public 
relations in higher education? How are the publications integrated with 
or geared to the objectives of the public relations program? Furthermore, 
what are the publications, what are their contents, and what audiences are 
they destined to reach? The answers to these questions are of primary 
importance to the public relations officer or director of publications in 
the college or university of today. 
In the fi.rst place, publications have come to be recognized as having 
special audiences to reach. Since in recent years the audiences have mul-
tiplied, as. more people attend college, the publi.cation has taken on,- duties 
p_roportionately. It can hardlY be left to the haphazard treatment usually 
given this important work when the director is more concerned with pub-
licity or perhaps the field work of another area of the public relations 
program. Therefore, one of the purposes or this portion of the study -will 
be to bring the facts from the fi.eld of practice into focus, to show that 
62aeck, College Publicity Manual, p. 23. 
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publicatio11s demand special attention of a person who understands writing, 
layout, typography, pictures and illustrations, and some of the prj.nciples 
of art. 
Another purpose of this section will be to set forth (1) classifi-
cations of college and universi.ty publications, (2) information relative 
to the effectiveness of certain practices related to integration of pub-
lications in the public relations program, and (3) the kinds of publica-
tions and their specific uses. 
Publi.cations are the publishings which emanate from the publications 
off:lce of the college or other decentralized areas of the tmiversity and 
which are of a format that is recognizable as having a puxpose in addition 
to being "news." The status of most of the college publications will be 
delineated in this section. 
Another basic assumpti.on is that there is a continual and continuous 
need for exercising good public relations in all areas of the college or 
university. Recency and frequency of literature attest to this direction, 
this trend--to inter·pret, to explain, and to project properly the over-all 
college or university image. 
Q.J:..assification of Publications 
Prevailing literature indicates that publicatfons that integrate with 
the total program of public relations in higher educat:ion can be categor-
1.zed safely into three general areas. Specific areas which should be 
considered by the publications director are (1) legal doci1ments and 
official chronicles, such as the catalogue, (2) general information bul-
letins projecting the over-all college, and (3) small promotional publica-
t:lons such as viewbooks, brochures, informational leaflets, and miscellaneous 
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varieties. The yearbook and the alUllmi publications are internal publica-
tions which are difficult to classify. These two activities and resultant 
products are singled out because of the traditional weight of the two in 
the history of the colleges. Educational Research Service suggests what 
is almost a truism at the moment relative to the value of the alUllmi 
publication: 
••• writers in recent issues of ••• magazines are becoming more con-
cerned with broader problems of higher education than with the histories 
and special projects of individual institutions. Outstanding achieve-
ments and unique activities of ••• colleges are reported •••• 63 
This small reference to what magazines are doing attests ·to the up-
ward surge of content interest of publications written for a more delib-
erate audience. 
Of the two important enterprises in publishing, that of the alumni 
publica.t:i.on and the yearbook., the latter is still bounded in by and is a 
product of tradition. Both pubHcations were natural evolvements in the 
colleges; the yearbook originated as a result of sentiment of senior class 
members in bygone days,64 and the alumni publication arose because of a 
felt need to retain and continually revive the jnterest of the product 
(the alumnus) in the ongoing of the institution. 
Facts, surveys, experience, and observation provide continual evalua-
tion of functions and techniques of publi.cations. Holmes, in his discus-
sion of the use of publ:i.cations in public relations programs, has pointed 
up the gravity of budgeting and defensibility of' publishing certain pub-
lications by certai.n criteria. He makes this statement in regard to 
.. 6'.3 11Higher Education, 11 Educational Research Service, Amari.can Associa-
tion of School Administrators and Research Division of the National Edu-
cation Association, Circular No. 4, April, 1956, p. 56. 
64calvin J. Medlin, Scj:1.oo~ Yearbook EditinE. ~ Management (Manhattan: 
Kansas State College Press, 1949), p. 1. · 
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finance: 
In the small or medium arid lm-ge ·colleges alike one can find instances· 
where official publications are mailed by a half dozen different offices, 
including the registrar, the deans, the president's office, extension 
service, and various heads of instructional departments. 
I.n such a setup the chances for duplication of mailings, miS.:.. 
direction of publications and headaches with local post offices are 
a.ma.zing to behold. What's more, the opportunity for futilely "scattering 
the fire" of the promotional progra.m is some thing horrid to imagine. The 
lack of carefully thought out and carefully.followed programs for produc-
tion and distribution of college publi.cations will almost of a certainty 
result in a phenomenal waste of time, money and talent on the part of those 
who prepare the printed pieces. In time of.paper scarcity and other 
.Printing difficulties such would seem to amount to moral if not criminal 
negligenceo65 · · . 
Summarily, he has pointed up finance and budgeting, beginning well 
ahead of deadlines in dealing with the administration on the one hand and 
the print shop on the other. Colleges fortunate enough to have excellent 
printing departments and personnel to man.them have a potential "gold minett 
if integration, harmony, and rapport can be established. 
Consider documentation. Why is there a new strategy? Brandon states 
relative to publications: 
Specific publics must be reached· through direct communications .. 
Bulletins, brochures, exhibits must be made available. · Every well-staffed 
public relations or information department includes artists and writers 
skilled in these fields. But the printed word or picture will not be 
enough. We must revert to original means of communication--the spoken 
word--and this will be accomplished through conferences and institutes, 
small and large. The loyalty and enthusiasm of graduates for thei.r alma 
mater, the desire of people of good will.to aid in worthwhile causes or 
to be a part of going concerns should be drawn upon and utilized for 
interpretive purposes.66 · 
The writer pinpoints the need to tap the special audiences and suggests a 
65George H. Holmes, "U~e of College Publications in Public Relations 
Programs,"· Teachers College Journal, XIX, Octo:ber, 1947, p. 120 · 
6E>l\.rthur 1·. Brandon; 11What Are the Mo st· Eftective Method.a. of Inform~ . 
ing the Public of the Mission and Meaning of tUgher Education?" Ourrem, 
;£§.sues in Higher Education, Associ.atfon for Higher Education, Washington, 
D. · O., 1955, p •. 2.32. 
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personalized approach in addition_to the scattered mass media approaches 
now in comm.on use. The colleges are awakening to this need •. Economically, 
strategically, and correctly this is the new strategy. It is not so new 
that those who use it will be the first. But those who do not will be. 
the la.st. Thus much a·~ tent ion is focused upon the office, the worker, 
the catalysts, the integrating of' publications in the college. 
Brandon has articulated well the need and importance of the alumni 
foundations which, of course, have a sounding board--the alu.mrii bulletins 
or magazine. He said: 
. A recent unit added to many coUeges and universities which makes .use of· 
cooperative planning is known as the development council or· alumni. founda-
tion; or; in 1;;1. more limi.ted field; the alumni fund; · These creations have 
been valuable indeed as they have drawn on the resources of alumni and 
friends •. Alumni enlisted for service i.n the fields o.f their competence 
gladly give of' their time and talent, ·and often persuade non-alumni to. 
join them. They become informed interpreters of the institutions in .. 
their own communities, at alumni gatherings,·ana. among business and pro-
fessional associates. Thus the constituency is expanded.,·anda.dditional 
thousands ultimately will have a further appreciation for higher education 
as well as for their .own college. Adi:ninistrators who request professional 
a.id of this kind are constantly surprised at the willingness of' their 
graduates to be of service.67 
Dependence upon Publications. 
Because of the scarcity of good education editors on our newspapers 
and because of the efforts of the public relations staff to reach special 
publics, a new appraisal has been made of the efficacy of the present day 
mass media. In effect, in. recent years the n_sc:,a.tter load" ha~ been re-
placed with the ttrifle shot." The target, it bears reiterating for em-
phasi S, i S the special publi C. 
This "special" public may be, for example, members of the medical 
profession; however, the alumni of the institutions are ever receiving 
67Ibid., p .. 233. 
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more and better acco;mts of the plans, developments, and trends in ~igher 
education. Thus :many special pubHcs are informed that they too will 
understand and appreciate more fully our American faith in and noble 
experiment with universal education. Schoenfield further states: 
Indicative ••• of this growing emphasis on the perspective of the pub-
lic tvas ••• sentiment by the Association of Governing Boards. of State 
Universities and Allied Institutions when it voted "as favoring increased 
emphasis on public relations and publi.c information programs for higher 
education to the end that the public may be fully and properly informed 
on the objectives, programs, and accomplishments of higher educational 
i:nsti tutions. 68 , 
Schoenfield suggests that the Association might have added: 
••• to the end that institutions of higher education can be ful:;Ly and 
properly informed on the needs and aspirations of the public. For public 
relations broadly conceived is a two-way street.69 
What Are the Functions of Publications? __ ....,._, - · .. 
What are the functions of publications in the public relations pro-
gram? Surprisingly li.ttle li tera.ture today explores the direct relation 
and appropriate function of publications in the total program of public 
relations in higher education. George H. Holmes has reported four im-
portapt steps prior to setting up a publication program in any institu-
t:i.on. 70 First, the in·stitution must define objectives. These will be 
the concern of the president, the director of public relations, and a 
committee composed of all members of the administrative staff whose work 
may have important public relations consequences. Other aspects that are 
to be defined, according to Holmes, are th~ audiences, to which these 
6801arence A. Schoenfield, ~University~~ Publics (New Yo~k, 
1954), p. 170. His citation was from~ Letter, Alp.erica.n College Pub-
lic Relations Association, December 5, 1949, p. 2. · 
69Ibid. 
70Jrolm~s, p. lf• 
objectives shall be addressed, the general media through which these 
audiences will be reached, and the methods of using the media. He states: 
The publications then should be geared to the objectives of the over-all 
public relations program. In planning the various printed pieces, the 
director should consider the activities for an entire year. In this way 
the publkations can be closely integrated so that one publication can 
help promote the objectives of another. As example, a college engaged 
in a program to promote recruitment of students to train for elementary 
teaching might have a publications program which included printing of a 
leaflet and a bulletin. board poster on elementary teaching work. In 
planning for the year's program, the schedule of advertisements in state 
teachers' magazines might include two pieces on this same subject. The 
alumni magazine and the student newspaper might carry feature articles 
on the need for elementary teachers. Again, this program might be 
supported in the college catalogue and in the summer bulletin. Thus 
no one piece would carry all the load, but all would be doing their bit 
for one particular objective.71 . 
Holmes ~as stressed that the work of the institutions should be co-
ordinated along the lines of cooperation not only with the printshops or 
committees set up for advising publication,but also with members of the 
faculty--and all the pubBcations of the college. He indicates further 
that there should be a publications schedule for the year which includes 
the date for beginning each production, the deadline for copy and pictures, 
the name of the publications, and the delivery date. The schedule insures, 
he says, get;t;ing things started earlier, to get out speci.fications for 
bids well in advance; thus money is saved and each deadline is met. 
He also points out that the chief use of the general publications is 
to back up personal contacts. 
gsing the Promotional Publication 
Holmes states that it is important to determine in advance just what 
each printed piece must do. He suggests that the following questions 
should be answered by the director of publi.cations: 
7lrbid. 
1. Why is the publication being produced? Make a detailed 
list of reasons. 
2. Who will read the message? What are the audiences to whom 
you will speak? 
3. What specifically i. s the message to be presented? 
4. How will the message be presented? That is, what type of 
publi.ca tion? 
5. When should it be received by the reader? Timing is 
important. 
6. Where is it to be distributed? Through the mails? On the 
campus? By field men? 
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Other matters of design, layout, specifications, typography, paper stock, 
and ink can be decided. One requirement of a good publication program 
is that any promotional publication which is designed to enlist good will 
and understanding for institutional public relations must be a fa.cil-
itator of action, according to Holmes.· He says: 
It should be a hard and fast rule (almost) never t.6 send out a mail-
ing piece without providing for some sort of. J."'eply and more or less 
positive actfon on the part of the reader.72 
.Another requirement of' the publications program is a serviceable 
mailing list. This mailing list should include: 
1. High school seniors 
2. Superintendents and principals 
3. Alumni c£ the college teaching in the public schools 
!.,... Non ... teaching alumni 
5. Boys' and girls' advisers in high school 
6. Town libraries 
7 ~ Elementary principals 
8. Local businessmen 
72rbid., p. 14. 
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9. Prominent public off'icials. 73 
If publications serve their purpose as intended, experience proves 
that extreme care should be taken to see that they get :tnto the hands of' 
the people for ·whom they were desi.gned; otherwise the whole business falls 
down. 
~ of Publications 
The gener1:_~ information bulletin. A survey by Washington University, 
St. Louis, Missouri, has proved valuable to workers in publications in 
higher education. This survey was made of the secondary schools to appraise 
guidance materials. The quest:i.onnaire was sent to one hundred and ten 
high schools in Missot,ri, Illinois, Tennessee, and Arkansas, w:i.th heaviest 
concentration in Missouri and Illinois. 74 There were seventy-seven re-
spondents. The small bulletin of information rece:i.ved the highest rating o 
The purpose o.f the bulletin was to inform and to eJcplain to prospec-
tive students, their parents, ai-1d those engaged in pre-college cou.nseling o 
Sixty answered that the in:f'orm.ation bullet:i.n was better than the college 
catalogue to introduce the college. This bulletin has the essential 
.features of the viewbooko75 The 1954 issue had fifty-six pages and was 
produced at a cost of seventeen cents each. The criteria for the average 
bullet:ln of general information were as follows: 
1. A bulletin of general information should eJcplain and :inform; 
it should not glorify or extol. 
'73 Ibido_, Po 15. 
7 4T ill:i.am Glasgow Bowling, If.An Appraisal of College and University 
Publications for Promoti.onal Purposes, 11 College and Universit:r, XXIX 
(October, 1953), 69-85. 
75The vie-wbook is a pictorial booklet published to attract picture-
conscious prospective students. Reck, Public Relations, pp. 271-2'72. 
2. It should tell the essential story of its school interest-
ingly, unimpassionedly, and succinctly. 
3. It should present its material in the order of greatest 
interest to its large audience. 
4. Since the bulletin may, in many instances, be the student's 
first introduction to the school concerned, it should be 
written and printed so as to make a good first impressi.on. 
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;. It should, in size or proportion, be easy to carry and conven-
ient to file or to place between conventional book-ends; in 
other words, it should not be elongated in girth and stunted 
in height, for printing abnormalities are annoying to normal 
readers. 
6. It should be attractively illustrated; for as Alioe asks: 
"What is the use of a book without pictures?" · 
7. It should oonta:ln a postage-paid post card on which the 
interested reader may readilf request additional publica-
tions. · · 
· a. .A.,bove all else, the bulletin of general information ,hould 
re:f'leot the di sni t;v of the :lnsti tution 1.t de sor:l.be s. 6 
~ inforXD.e:~i:z! leaf•e.14_. Bowling in h:ts surve;v noted th.at the in-
format:1 ve lea.flat was aooorded th:1rt;r ... a:1x votes as eJcoellent, thirty as 
so_od, twelve as fair, and one as poor by the high school counselor. B;v 
the word 11 leaf'let, 11 or 11:f'older, 11 i.l!!I meant a single sheet o:f' small pages 
which are folded but not sta.1::iled or et:ttQhed. "Ino:identall;y, the gen-
eral information bulletin rated twenty, ;arty-seven, and twelve by high 
sohool of:f.'ioials ensased :1,n the work of' pre-oollese counseling and 
seventeen:, forty ... three, twent;y- br students as gti:idanoe relative to fur-
ther eduoa t:t on. 11 The leaflet was ra ~d. tM.rt;y-two, th:trt;y ... f:1. ve, eleven, 
and Ol'l.EI .·~ thE•. siudenta 11\1!1 an aid to the student :1.n quest of .information 
relative to h:1.$ oolloge plana.77 
The lea~let, according to Bowling, ia espeoially good for expla:1.n:ing 
76a.eck, Public Relations, p. 75. 
77Bo-wling, ltAn Appra1S'6:;!:;,t!""'9o1:lifge and:' Um.versi ty Publications for 
Promotional Purposes, 11 p. 77~· · · 
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a particular career or profession. It is the ideal publication for bulk 
distribution. This publication is used to project special work of depart-
ments. It should be dateless, should fit into standard Number 10 enve-
lopes, and should have unity of effect. Re said, ''The experienced rifle-
man is anxious to group his shots; he knows there is something wrong when 
they sea tter too widely. 11 The publications director is aware of the 
danger that too many separate pieces may spread too thinly the essential 
and coherent message of the institution concerned. 
Scholarship posters had the lowest unit cost, one and one-half cents 
a poster. The survey revealed that such posters were placed on the local 
bulletin boards for a short time only. Most schools favored the posters. 
Scholarship brochures were listed by the majori.ty of the respondents 
as desirable. The brochure at Washington Uni.varsity gave detailed inf'orma-
tion relative to financing of a college education, such as expenses of 
all sorts, oppor~unities for part-time employment, availability of loan 
funds, and specific facts relative to the entire scholarship program. 
Although the purpose of the survey at Washington University is sin-
gularly revealing to those engaged in college publications work, the 
results were projected in such a way as to reveal opinions of a limited 
audience, viz., the prospective student and officials of the secondary 
schools engaged in pre-college counseling. 
The college catalogue. Michael Ra.dock, of the Educational Relations 
Department, Ford Motor Company, Dearborn, Michigan, has very succinctly 
noted progress made in the catalogue and has suggested improvements.78 
Surveys of four different groups in education report trends in improving 
the college catalogue. He states the "need for more specialized publi.ca-
7~iichael Rado ck, nRecent Trends in College Catalogs, 11 College Public 
Relations Quarter±,¥, VI (July, 1955) 12-18. 
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Mons designed for a part:i.cular job and audience • 11 He said that more 
colleges are recognizing their shortcomings and are do:ing someth:i.ng about 
them.79 
Some of the problems center around the question as to whom and for 
1,1hom the publicatfon i.s presented. Should it be directed to the prospec--
tive student or to the high school counselor? Should it combine features 
which appeal to prospective students and the counselors, and at the same 
time satisfy the college faculty, the dean, or the admissions officer? 
Some of the problems pertain to changing certain sections of the catalogue, 
such as faculty lists, and long descripMons of courses whether taught or 
not, and rules and regulations prepared by academic deans. 
It is agreed that the catalogue--whatever i.ts primary function--is 
the most important single bond of communication between our institutions, 
its students, both present and future, and, through them, parents and the 
public at large. 
Another survey has been made to appraise the relative effectiveness 
of the catalogue. Bowling has answers from seventy-seven respondents on 
the subject. 80 He had requested that respondents rate the catalogues from 
the point of vfow of helpfulness to the counselor and from the point of 
v:iew of helpfulness to the student. His data showed that the catalogue 
was more helpful to the counselor than to the prospective student. He 
thought that the separate catalogue or announcement that colleges issue 
for each degree-conferring division would be of considerably more assist-
ance. 
Conclusions from his survey revealed that catalogues are or should be 
79Ibid., p. 12. 
80Bowling, "An Appraisal-of :College ·and University Publications for 
Promotional Purposes, 11 p. 72fl/ 
symbols of dignity of the institutions, that many are drearily and poorly 
printed, and that the ,style of writing should be i.mproved as well as the 
format in general. He said that the catalogue is not primarilY a promo.,~ 
tional publication and that it should not be directed toward a particular 
segment of its varied audience. The catalogue is, among other things, an 
announcement or a record and is also the chronicle and legal document of 
the institution concerned. 81 
Some suggestions from a survey asking counselors what features they 
recomrnended are: 
lo More complete informat:ion on financi.al costs. 
2. More specific inf'ormation about scholarships, self-help 
opportunities, and student aid. 
3. A more realistic approach to what students have to accomplish 
to stay in college. College life is 11glamourized11 too fre-
quently :i it was pointed out, 
4. A survey page at the beginning of the publicatfon to be used by 
high school seniors h1 considering schools for their speci.fic 
needs. This should include locaMon, entrance requirements, 
costs, special courses, where to apply, size of school. 
5. More guidance material and career informatioi-1. 82 
The survey quoted a high school official as follows: 
We are often told of the scholarships whi.ch are not used but no college 
catalog 1o1ith which I am familiar goes into great detail concernj.ng · this 
highly-important information. Brief descriptions are given concerning 
a fe-w scholarships. AppHcation procedures are sketchy and indefinite. 
Little is mentioned concerning part-time work oppor·tuni"ties and how they 
may be obtained. The lack of knowledge on the part of students, together 
with their usually unsophisticSited manner, makes job-getting difficult. 
I want to underscore th need for more deta:iled infomatfon concerning 
college costs--tui tion, books, supplies, board and room, clothing expense, 
incidental expenses, etc. Prices are generally quoted concerning books, 
tuition, board and room. However, more deta:lls could be furnished, such 
as whether tuition costs must be Pel.id in one lump sum, or extended over 
------
8lrb·c1 7-::i -· J. •, P• .Jo 
82Rado ck, p • 11, ~ 
a period of several weeks or months. Also, what exactly do room and 
board costs cover? I believe you should consider the use of charts 
graphs, pictographs, or -similar forms--to quickly convey information 
on costs.83 
A summary of trends noted in recent years reveals 
1. Better writing and more simplified and logical organization 
of content. 
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2. A move to eliminate all material that isn't absolutely necessary. 
3. Publication every two years instead of annually. 
4. More attention to improvement of appearance with an increase in 
the use of color, illustrations, photographs, and more effective 
use of white space. 
5. Sections on regulations reduced in length and relegated to 
student handbooks. 
6. Explanation of college costs hopefully simplified. 84 
Some of the colleges have improved weak sections of their catalogues, 
such as the Iowa Teachers College catalogue, which has included a glossary 
of College Terminology, giving meanings of such terms as "curriculum," 
"grade-point," "credit hour," "pre-requisite," etc. Some have added in-
dexes. Others have reduced course descriptions. The University of Mich-
igan inserts an eight-page section, printed on different color of paper, 
entitled 11Information for Freshmen." Kansas State College has a "Student 
Catalo_g. 11 The writing and desigri are handled by a professor of journalism, 
·responsible to the chairman of the Council of Public Relations, of which 
the registrar is a member. 
Bowling suggests that creative talent should be used in the produc-
tion of the college catalogue, for very often technical knowledge is no 
assurance that material will be well presented. "Your catalog is a very 
important instrument of public relations, regardless of whether it is 
83rbid. 
84rbid., p. 18. 
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accepted as such or not. 1185 His conclusions may well be the echo of all 
makers of good college catalogues today. 
TherE;l is no sfogle answer to the catalog problem. Education cer-
tainly should cultivate and increase our appreciation for good taste, 
effective expression, and beauty. 
The public sees the catalog as standing for "The College," and an 
attractive, well-written, well-planned and designed catalog means to 
the reader that the college is just as well-organized and sound in its 
principles and teaching standards. An awakening is taking place, here 
and there. It has been long overdue.86 
Although the catalogue must retai.n a high dignity and character 
representing the institution, it also must meet the changing conditions 
and be as attractive as possible. It should be the object of more study 
and careful planning in order to accomplish what the best informed minds 
in higher education believe it should accomplish. The writing should 
neither be downgraded nor be too difficult or buried in unattractive 
t ype or printing. 
The Massachusetts Institute of Technology has completely revised the 
fo;rmat in its general catalogue. Attention to what a catalogue should 
contain received much att entio11 from the publi.cations director and a 
college faculty committee. The result is. a model catalogue. John I. 
Mattill relates: 
We believe that a college 1 s publications can reveal more of its 
char~cter than any other single communication activity. This is be-
caus~ only publications reach their audiences without the interpretation 
of a middle man; a publication is truly what its sponsor makes it, and 
its standards are truly his. 
But few catalogues live up to their colleges' standards~ The 
catalogue is probably the most difficult, most taDced about, least 
done-about of college publications.87 . 
8~illiam G],.asgow Bowling, "Cantalo.upes and College Catalogues and 
Minimum EJ3sentials," College and University, Vol. 31, No. 2, 1956, 197-206. 
86Ibid. 
87John I. Mat till, "Something Should Be Done About It, 11 Pride, 
May, 1958, p. 13, 
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The college newspaper. College newspapers serve several purposes for 
the institution. The newspaper serves as an informing medium for students 
and faculty, a laboratory for journalism classes, and a publicity medium. 
The newspaper has long been recognized as an i.nforming medium for 
students and faculty, since it provides the record of past and forthcoming 
events. Some colleges and universities have daily newspapers. In these 
institutions the newspaper has more value as an informing medium. Others 
that have weeklies or bi-weeklies must be satisfied with less timeliness, 
but there is still value insofar as many future events can be emphasized. 
Journalism departments use the college newspaper to train students 
in the rudiments of gathering and writing news, features, and editorials. 
This training process also involves editing, the choosing of pictures, 
'•. 
writing headlines, and laying out the complete newspaper. Thus instruc-
tion is combined with institutional service. 
The newspaper serves the publfoity office 'cy' providi.ng additional 
news which may be used to send out to the mass media. Also the newspaper 
may be mailed to alunmi members as a publi.city medium. 
The college publications program wi.11 make def'i.ni te use of the college 
newspaper as an important part of operations. 
Alumnj. publicati.ons. Most of the literature today favors the alumni 
foundations and thej.r so1.md:i.ng board, the magazine or regularly published 
bulletins. Schoen:f'ield has said: 
••• a key measure of the campus is still the number of alumni who wind 
up performing deeds of public service, and is not a string of newspaper 
clippings, an assortment oi' "good will" teas, or a gravy bowl excursion. S8 
Literature :is not abundant :in this f:l.eld of publications. The rea-
son is this: the. alumni office, the secretary, and the editor of the 
$SSchoen.field, P. 177. 
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magazine are separate from the rest of the college publications in adnrl.n-
istration a.nd control. The alumni, the graduates, a.re more tfod in with 
this publicatfon, although it is, in many instances, subsidized by the 
institutfon. Therefore, this ftmction is more directly under the president 
of the college or university. Thi.s means that public relations directors 
are not usually a part of the organization responsible, usually, for the 
publication. 
Warren Shull, edjtor of one of the better alumni magazines in the 
country, revealed some interesting viewpoints in an interview with the 
writer. A number of colleges are considering either enlarging their alumni 
contacts through publications, through active foundation work, or through 
both. To begin an alumni publication entails several objectives and pur-
poses clearly envisioned. :rhe first consideration is cost and budgeting. 
Then, based upon the jmport.ance placed upon the publication, periodicity 
should be decided. He said, for example, that a sixteen page publi.cation 
would be wise at first. (Shull is editor of the Oklahoma State University 
Magazine.) 
The :yearbook. Yearbooks have been considered by most colleges and 
1.miversities as having some public relations value. Bowling's survey, 
however, left very much to be desired as to the value of the book for such 
a purpose. 89 Of the sevent;y-sevel'1 responrclents in Bowling I s survey, fifty 
voted ''of no influence" as to promotional value. A typical comment about 
!he Hatchet, the Wash:lngton Universj.ty publication, was made by a student: 
More money is wasted here than colleges can afford. Students select schools 
on the basis of reputati.on, the choi.ce of older friends, and the advice or 
prejudice of fam:ily and some selected teachers. 
89Bow;JJ.ng, 11An Appraisal of College and University Publications for 
Promotion:a.l Purposes, 11 p. 75. 
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At the outset of this paper some mention vJas made of the orjgin of 
the yearbook. Mel Scarlett, in his master 1 s thesis on the production of 
yearbooks, asks this question: 
Calvin Medlin says that a yearbook should record complete history of one 
year of school life and serve as a memory book. 'What function does your 
yearbook try to perform?90 
This question is not always answered by publications advisers, many 
of -whom are teachers of English. The procedure for producing the yearbook 
often reduces itself to the age-old method of gathering all the pictures 
possible, pasting them on a dummy provided by the publishing company, and 
sending it to the company for editing. In this extreme, of course, there 
is little integration -with the over-all purposes of the college; and it 
might as well have been done as in the beginning of yearbooks when members 
of the senior class collected pictures for their personal albums. 91 
Medlin has pointed out also that yearbooks have become a thirty-five 
million dollar a year industry. There are some thirty-two thousand high 
schools and seventeen hundred colleges in the country, and Medlin states 
that at least fifteen hundred colleges and twelve thousand high schools 
produce annuals. 
Thus the· idea has become a tradition for a niunber of. reasons. in addi-
tion to sentimental ones. The chief reason for justifying its ex:istence, 
according to Medlin, is that i.t is public relations. 
There is difference of opinion as to the degree, if any, that the 
publicatfon exercises as public relations. Scarlett says: 
It has been said that a college wi.11 have public relat:ions whether jt 
wants to or not. The wise thing, then, for a college to do is to 
90Melvin G. Scarlett, ~ Production 2£ Yearbooks in Small College@. 
~E.sl High Schools, (A master 1s thesis), University of Florida, 1951, p. 12. 
9lca.lvin J., Medlin, School Yearbook 1?d:i.ting and Management (Manhattan, 
Kansas: Kansas State College Press, 19L,9), p. L 
60 
recognize the fact and try to stimulate and maintain the best possible 
relations w:1.th the public. The yearbook, also, will have public rela-
tions functions, regardless of the intent of the planners of the book. 
The yearbook will contact relatives, loved ones, friends, and acquaint-
ances of persons directly connected with the school, and all w:ill judge 
the school, in some measure, by the impressions they receive from the 
book.92 
Medlin li.sts the seven functions of the yearbook as follo\~S: 
1. Provi.ding a complete pictorial history of one year of school 
life 
2. Providing a memory book 
3. Serving a public relations function 
4. Providing help i.n getting new students 
5. Gi v:tng recognition where deserved 
6. Training of students in publishing and business methods 
7. Stimulat:i.ng alumni interest in the school, 9:3 
The yearbook? of course, will continue to be a picture book for those 
in college and those leaving the college. 
faculty Publicat:tons. The late Carl Becker, a distinguished hi,stori.an 
and a great defender of academic freedom, 1tJas fond of saying, 11A professor 
is a man who thinks o·b,herwise • 11 It js an assumption that the facult;7 are 
often burdened with superh'llillan tasks. The;? must adjust to the college 
communi.ty and to the local coD11ntm.i ty, fit into the culture to some extent 
while helping to shape it, and always deal with the diffusion of knowledge 
and 11 new 11 kno-i;.Jledge. 94 The faculty has the unique role of all those en-
gaging in the ongoing of our culture. Faculty members must have an outlet 
92scarlett, p. 15. 
93Ibid., p. 13. 
94Dean Schiller Scroggs, in his lecture in the section on "Aspects 
of Current Educat:1.onal Poli.cy and Practice, 11 spoke of this "new" knowledge 
as one of the values in the extension of knowledge. This value has more 
implications today than ever. 
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for their thinking, 
This outlet may ·t.ake different forms in publicatfons. But opinion 
shows that the faculties of higher education are those persons whose think-
ing should, of all persons, be preserved in some systematic, formal manner. 
Their lectures are forgotten, and far too few professors have an outlet 
for printing their fi.ndings, much less their theories whfoh are important. 
A notable faculty publi.cat:ion which perhaps serves a special purpose is 
the Michigan,, Alumnus, The Quarterly ;Review, a journal of university per-
spectiveso A tU1iversity staff member said: 
The college faculty needs a sounding board, an organ for expression, for 
recording their views, and for contributing their creative effort to the 
total picture in higher education. A number of college§_ and universities 
have such a sounding board availablA to the faculty. L,He referred to the 
University of Michigan publicationJ The articles do not follow a rigid 
pattern either of objective, statistical cultism, nor on the other hand 
do they contain just the whim or excrescences of the dissatisfi.ed. Some 
of the best articles I have read are in this special faculty publication. 
It is a type whfoh permi.ts an exercise of the interest of faculty in 
their profession. In addition it serves as a means of communication be-
tween faculty members among the schools and departments of the college. 
A strong faculty needs such a publication to stimulate this highly 
desirable attitude of personal and professional growth.95 
The faculty publications are m:unerous, but there are few well-
coord:inated programs in higher education. Many of them have grown up just 
like Topsy without a concept of the real need. There :i .. s some question as 
to ,~hether or not technical journal publishings are of public rela:cfons 
value. Seldom are they written for the purpose of improving public rela-
Mons. This activity, a professor seJd, usually serves the contributor 
and a very spec:l..alized audience that may have l:l.mi ted use as a medium for 
enlisting support or understanding of the college and higher education. 
· 95John Hamilton, Di.rector of Publishing and Printing, Oklahoma State 
University, has been an advocate of such a medi.tun for the faculty ·l;o 
assist in morale and esp:ri.t de corps. This was contained in a letter to 
the writer. 
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The NevJs Bureau of Oklahoma State University does assist v1here possible 
i.n the sending out of professional articles by faculty members. If they 
are printed, the bureau orders several thousand copies and mails them to 
libraries in the United States. It, therefore, appears that some public 
relations value can be realized from such publications emanaMng from 
the campus. 
Several types of scholarly publications of graduate faculties are 
generally called 11un:L versi ty studies. 11 They are concerned vJ:i. th di ssemina-
tion of research findings. This major f1.mction of faculty publi.cat:ions 
is the product of certain academic departments, professional schools, and 
assoc:i.ations. 96 Types of publications as listed b"J Byrne are: 
I. Administrative- .. ·· 
1. Designed to give jnformation. 
2. Catalogues, bulletins, and announcements. 
II. Scholarly--
96 
1. Designed to report scholarly study and research. 
2. These are sponsored either by the graduate school 
or by academic departments. 
a. Publications sponsored by the graduate school are 
known by various M.tles: un.ivers:i .. ty studies, 
research studi.es, university records, research 
nm1s, quarterlies, and monographs. 
b. Those sponsored by the academic departments or 
the professional schools are called research 
bulletins; uni versi.ty contri butfons; monographs, 
annual, survey papers; stud:t.es in science, tech,,. 
nology, humanities, and the like; and jom·nals 
such as the Journal of Geology, Astrophysical 
Journal, and so forth. 
J. Horton Byrne, "Faculty Publicatfons, 11 Journal of Higher Educa-
tion, kvII (June, 191.6) .319. 
III. Service--
1. Designed to fill general or professional needs. 
2. These include circulars, news letters, Hbrary notes, 
alumni magazines, and so on. 
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It seems that there i.s little uniformity concerning the sponsorship 
or editing of administrative publications. 9'l The above outli.ne gives 
some indication of the over-all pi.cture of the publications oi'fi.ces of 
the general colleges. The status of faculty publ:icat:i.ons is discussed 
by Byrne under 11Scholarly Publication." He concludes: 
A scholarly publication ••• gives the faculty members an added 
incentive to scholarly productivity. The graduate school has the grave 
responsibility of being guardi.an and champion of truth. Clear thinking 
and accurate expression are of paramount importance in these turbulent 
days ,~hen the world is anxiously waiting to hear from those men of keen 
vision who had dedicated themselves to the promotion of the general 
welfare.98 
That faculty members have a need of expression in a publication 
emanating on the campus and encourag~ment to do more creative wri ti.ng 
agrees with interviews and findings in publications on higher education. 
~ Opp~~tunities !9!. Service through Publications 
Reck has pointed out that cate.log1.1.es, picture bulletins, departmental 
brochures, and specj.al inf'ormation folders and booklets make up the bullc 
of pri.nted publicity :1.ssued by colleges and uni.versities. There are 
other spec:i.al ways to make use of the publi.cat:ion. In these special pub-
lications, care should be exercised to j nsure purpose. Reck says; 
To be worth the time, effort and money involved, every publi.cation 
should have some genuine purpose which should be kept definitely in mind 
as the layout is made and the copy prepared. Other college publications 
97rbid., p. 320. 
9gibid. 
of similar purpose should be studied, their good points noted, their 
faults avoided. If there is any question whether the content--text 
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or pictures--will appeal to the public for which it is meant, a fev"J 
prospective readers should be asked to give their reactions, suggestions 
and criticisms. Such pretesting may mean the difference between success 
and failure with a piece costing thousands of dollars. 
Too many colleges and universities have mis,sed opportunities for 
improving public relations through printing by confining their publish-
ing effort to the traditional or "must" publications like the catalogue, 
picture bulletin and brochures. Opportunities for increased service to 
or contacts with publics other than those which would be interested in 
the catalogue or picture bullet1.n are open to almost any alert insti tu-
tion, W:i.lliam Jewell College, for instance, publi.shed a wartime book-
let whose content was compiled entirely from the letters of alumni. 
chapla:i.ns in service. Mailed to ministers over a. w::1.de area, this book-
let created a g1"eat deal of comment, :i.nspired a United Press fes:twe 
story and articles in several denominational papers. In addition, it 
furnished rnater:!.al f'or hometown stories on each o.f the chaplains whose 
letters itJere printed.99 
Publications Sumrnar:2: 
Reliable authorities in the field of public relations and college 
and university publicat:i.ons have indicated that there is still much dif-
ference of opinion as to the functions of publications in the total program 
of public relations. 
That publ:i.c relations is receiving attention of adrnini.strators in 
higher education is attested to by the multitudinous publishings of pub-
lie relati.ons directors, deans and vice-presidents, chancellors, and 
assistants to presidents, along with registrars and many other profes-
sionals in the fields of education, higher educatfon, and administration. 
Authorities in the publishing field in higher education report a 
notable trend toward achieving communication with their publics not only 
through the continued use of present-day mass media but also through 
specialized publications addressed to special audiences. These publica-
tions take the form of information leaflets designed for segments of the 
-·-----
99.Reck, Public Relations, p. 261. 
public, alumni publications, and general information bulletins to pre-
college couns;lors and prospective students. 
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Each school, college, or university ,nust work out its mm public 
relations problems. It appears that the survey technjque, has been use-
ful in appraising the effectiveness of publicat:i.ons and noting trends 
in methods of influencing people for support of higher education. At 
the same time, it is being recognized that the public relations street 
is a two-way thoroughfare. Thus the need is to achieve rapport and 
exchange of v:lews i.n the vast interrelationships very necessary in 
societal interaction. 
It seems that communications methods are being refined to the extent 
that publications can appreciably accomplish results desired in the total 
program of pubHc relations jn higher education. 
Part Th.ree--The Director of Public Relations 
What are ·the quali.fications of a man or woman who would enter the 
public relations field? What manner of men and women engage in publi.c 
relations work? The answer to this question has been attempted by a 
number of writers in both college and university public relations and 
commercial public relat:lons. For the college and university th:is man or 
woman may possess i.deals not common to the worker in commercial public 
rela-1::.fons. But other basic qualifications can be essentially similar. 
For practically everything a public relations man or woman does is not 
a reflection of his own think:i .. ng but rather an expression of what is or 
should be the thinking of others: the president of the :institution, the 
administration, the board of regents, or others in the college family. 
Almost everything the public relations man does is in the name of others. 
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He, therefore, can never be sensitive about getting credit for every-
thing he produces. This of course has its advantages: if someone else 
takes the credit for the good promotfons, it follows that he must also 
shoulder the blame when something goes sour. 
! Worker~ Newspaper Experience? 
A number of writers in the field believe that some experience in 
newspaper work is very helpful to a public relations director. Harlow 
and Black,in their book Practical Public Relations, say: 
A list of ••• essentials is given.by Batchelor L;ounselor in 
public relaticin:J. The public relA.tions worker can be more effective 
if he has had newspaper training,100 
Griswold and Griswold, i.n their book Your Public Relations, say: 
While some of the best men in the business never see inside a newspaper 
office, it is still true that no single professional experience gives 
sound preparation as rapidly as editorial 1:Jork on a newspaper or a busi-
ness publicaMon. 
This :is not because newspapers teach reporters public relations practice. 
It is because no reporter can long succeed without learning how to get 
along v1i th people, how to inspire confidence, and how to interpret miscel-
laneous informatfon. The reporter from his first day in the newsroom has 
had drilled into him the importance of finding out what, how, when and 
why. Unconsciously the l"eporter is trained in the business of appealing 
to and convinci.ng thousands or perhaps millions of people wi.th every 
li.ne he writes. The business paper editor has the added advantage of 
learning how to discover and interpret truth in the light of economic 
as well as social considerations. This is valuable trai:ning to bring to 
a career of' publ:i.c relations.101 
Reck says about the newspaper experience for the director: 
Many publi.c relations di.rectors ••• are convinced that the publicist 
should possess 1-i.ews sense in an even greater degree than the newspaper-
man.102 . 
lO~arlow and Black, p. 364. 
101Griswold and Griswold, p. 56. 
102Reck, fubli.c Relations, p. 26. 
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Good Comm.and of English 
Reck has also suggested a varied background for the public relations 
man. Among other thin15s he states that the public relations director 
should have had 11a good background in English, history, scienc<?, soci-
ology, economics and psychology • 11103 The director must be a good ,~riterg 
he must have a good command of the language. He must be able to ex-press 
; 
in words the activities, policies, and goals of his institutiol'1 so that 
the reader or listener will not only understand but be disposed to favor 
the v:i.evJs presented. The president of' an organization can be a success 
without knmdng his syntax or grarn.m1;1r, but if he does not know them, he 
had better have at his right hand a public relations man who does, for 
words are the tools of communication. The better the tools used, the 
better the communications, Anyone with reportorial e:x;perience will prob,., 
ably have an advantage in public relations work, for he ·will be able to 
write and speak jn terms that ,journalists and radio and TV men will under= 
stand. 
Other attributes that are helpful in public relations work are 
affabi.li ty, good appearance, and the ability to remember na.111.es" 
! Worker i£ ~IJ,gher !]:_duca tion 
A public relations worker in higher education must understand the 
meaning and mission of' higher education, the foundat:Ions in all their 
component parts. Reck says: 
Along with his general cultural background, the director should have some 
understanding of the ph:Uosophy of education and a complete 1mderstandi.ng 
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of the history, ideals, aims and objectives of his own institution.104 
He will need the perspective of education from the lower grades 
through college and the graduate school. He must be dedicated to higher 
education. He must be an avi.d worker for education and have the ability 
to work harmoniously among persons of the college family and the commun:t:by 
of \~hich he is a par·b. He must know and continuall;y study the goals of 
higher eclt10at:ion, that he may be able to interpret them to the necer~sary 
publics that stand to support and tmderstand the :i.nstitut:l.on. 
He is a person ·who must have managerial ab:Uity, and he murst 1::ie a 
wo:i:•k0r in the backgrou11d. Some of the best public 1"elations workers 
are those who pr~rhaps never malce the newspapers or media the;1 1.1se in 
the:l.r pubUc relat:lons work. They are constantly working for a cause, 
e, pi:;1rso11 ox• an :inst:ltut1.on, ne'\T(:ir for themselves alone. They mw3t alvmys 
shun pubJJcit;v for themr1elves. 
Reck stresses certai.n outstanding quali t:les, the first of whi.ch is 
integrity. Harral states that he mus·b be a good purveyor of news and 
that he mut:it be fai.r, constructivr", tolerant, pat:ient, truthful, and open 
and that he must know the goals of hi.gher educat:lon.105 Harlow and Black 
state: 
Dudley frublic relations counseloy thiliks that the direcM.ng head 
of any public relations effort mu,st first have management abil.i.ty--the 
capacity to teach and lead. He mur:Jt be a natural student, f'or ·l:,he able st 
pract:i:1:.ioner must learn as he goes. Perhaps hi.s most ilJYportant require-
ments are the gift of human s:ympathy and 1..mderstanding, a mixture of 
integrity and courage, and a -warm and genial personality that invites 
lO~'Ibid" 
105J:lrarral, p. 249. 
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confidence while e:iq::iressing conviction. The public relations worker must 
combine quali tie:s found in the successful publicist, the lawyer, the 
economist, and the poli.tician. He should be analytical, fair in his 
editorial and other judgments, and honest and courageous faccordhi.g to 
Batchelor, public relations counselo:£,7. But above and beyond all these 
special qualifications, he must also possess the capacity to win and 
hold confidence. He should have no arbitrary, preconceived viewpoints; 
nor can he hide his 011111 views behind the opinions of others. He should 
avoid antagonisms when possible, but not at the sacrifice of basic 
convictions. What he says should be cogently and forcefully expressed, 
and be grounded soli.dly on common sense ,106 · 
Thus the public relations man has a unique role in performing his 
necessary f'uncti.ons at the policy-making and management level, as an 
interpreter, as an adviser, and as a persuader for "the professional 
wim1ing of friends and influencing of people--not for oneself, but for 
oneis clients, and not by glad handing or overtly campaigning for their 
favor, but for creati.ng 'situations of reality 1 in which their acquies-
cence and approbation are spontaneous]y aroused. The public relations 
man is the stage manager of real life dramas which contain not a hidden 
moral, but a hidden commercial."l07 
Chapter Summary 
In summary then, a good public relations program (according ·t;o 
authorities in the field) will include a strong public relations aware-
ness, an organized program of activities and practices suitable to the 
particular institution, and a qualified director of publi.c relations. 
Among these writers and practitioners whose works have been used to 
document this study are Rex F. Harlo111, Stewart Harral, w. Emerson Reck, 
Glenn and Denny Griswold, and Benjamin Fine. In addition, certain recent 
106Harlow and Black, p. 223. 
lO?nobert Heilbroner, "Public Relations--Tb.e Invisible Sell, 11 
Harper's, Vol. 214, June, 1957, p. 24. 
70 
reports found in Pride magazine, a monthly publication of the American 
College Public Relations Association, have given evidence of \·/hat con-
stitutes good public relations in the present day college or university. 
Public relations awareness is an outgrowth of conditions which exist 
in an institution, conditions which need specialized attenMon. Awareness 
furthermore seems to have been the result of influences which have been 
brought to bear by censure of higher educatfon.108 Just as in all en-
deavors such as business and education in which the vast majority of' the 
public is taken into account, there is the necessity of mutal underst,and-
ing in order to achi.eve desired goals. 'rhus public relations awareness 
is .evident in plans of admini.strators who covet the goodwill of the pub-
lic. Awareness takes several necessary forms. Before any program of 
public relations can be undertaken for an institution, there must be an 
awareness of what can be gained by the program. Also the admin:i.stration 
should be aware of and be able to deftne the problems of the institution 
whi.ch the progra.n1 is to serve •109 It will be necessary, once the problems 
are i¢l.enti:f.'ied, to set up ob,jectives for a course of aotion.llO Without 
clear objectives, planned :tn detail, ,the college• s publ:i.c relatio11s aware-
ness would be vague and not yet fully developed. Another :f'orm of public 
relations awareness which is vitally necessary is the emphasis given to 
the budget for accepted activities necessary for a program.111 It has 
been pointed out that this important form of public relations a1tJareness 
is vital to the program. A detailed departmental budget must be worked 
lO~eck, Public Relations, p. 2. 
109Jlarlow and Black, p. 337. 
110irarral, p. 23. 
lllReck, Public Relations, p. 23. 
' .\ 
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out, segregating sums for various divisions of the public relations pro-
gram or specific purposes. In this way the administration iNill place a 
stamp of legitimacy on the program and emphasize the importance of a many-
sided public relations program. 
The effectiveness of the public relations program iNill depend upon 
a well-rounded program that has five carefully planned divisions. These 
divisions are publicity, special services., alumni services, fund raising 
and publications.112 Two of the areas of the program, alumni services 
and fund raising; :it should be said, can be distinct from the public 
:relations department. The separation of the altl!ll1i.i office is for local 
reasons. In some inst'.i:btttions the :president desires to have fund raising 
as an adjunct of his office •11:, l3ut regardlsss of the relat:i.onship here 
referred to, these divisions of the program seem necessary in the light 
ot the evidence found for this study. ThesE'.l divisions perform nEHJessary 
functions for the p11blic relations program. l?ubHc:tty is cox:isidered thE'.l 
major tool of public ralations. Ori swold calls :5:b nthe mo st versa tile 
tool of public relations. 11114 Special services i.nclude the speakers 1 
bureau, guide and :tnforma:tdon service., placement; and film service.115 
Reck also lists all special events such iis con.ference:ri, :f'orttrns, a:nd 
dramatic productions. The third division of' the publi.c relations pro-
gram :ts £'und ra:i,s:i.ng. This divisi.on :i.ncludes fund rai.sing campaigns 
both on a short-term and long-term bas:i s. Pro grams of bequests, en-
dowment,s, and scholarships are also included in a. well-organized 
lJ2Ibid6, P• 50. 
ll3.Ibid. 
114GrisiNold and Griswold, p. 347. 
ll5Reck, Public Relations, p. ·50. 
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fund-raising program. Fund-raising is one of the oldest and most impo:r-
tant divisions of public relations for colleges. Many of today 1 s 
corporations are being asked for funds for education and institutions 
of higher education, thus the "corporate approach" has evolved.116 
The fourth division of the public relations program is alumni relations. 
This division has -within its scope the informing of former students about 
the aims and policies of the college, and its gro-wth and development. 
Standard procedure in the alumni program is to provide a ne-wsletter, a 
. magazine, and letters from the presi.dent, for informing the alumni. There 
sho~ld also be a program of special events for alumni such as homecoming 
programs, reunion banquets, and even certain instructional services, in 
the case of teacher-training institutions, for alumni. T-wo important 
requisites for a successful alumni program are presidential support and 
a strong alu.mni organization. The latter can be best accomplished by a 
field representative that :is hired by the college.117 The fi.fth division 
of a good publ:lc relations program -will place emphasi.s on and give support . 
to a publi.cat~ons program. This program is designed to project all of 
the services of the institution to many of the speciali.zed publics, 
such as alumni, high school graduates, and the general ci.tizenry of' the 
conununi ty and the area. These publications include the college catalogue, 
departmental brochures, vie-wbooks, general information bulletins, the 
college annual, and the college newspaper. It is important that an indi-
vidual member of the public relations staff be responsible for a well-
coordinated program 'Which accomplishes t,he aims of' the inst:l. tution. llS 
116stophlet, p, '12. 
117Reck, College Publicity Manual, p. 23. 
118liolmes, p. 12. 
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The director of public relations must have special qualifications. 
Denny Griswold said that the most imI?ortant requirements are "the gift 
of human sympathy and understanding, a rare mixture of integrity and 
courage, and a warm and genial personality which invites confidence 
vJhile expressing conviction. nll9 Some vJriters suggest that the public 
relations director should have some experience in nevJspaper work. News-
paper experience (which requires astute judgment) gives training in 
handling miscellaneous pieces of information. All authorities agree 
that the director must be proficient in the use of the language. One 
practitioner said, "He must be able to express in words the activities, 
policies and goals of his organization so that the reader or listener 
will not onJ.y tmderstand but be disposed to favor the views presented.11120 
Stewart Harral said he must have a real interest in higher education.121 
Finally, he should have managerial ability and should be a worker in the 
background. 122. Authorities agree that the director of public relations 
must be high]y proficient in written and oral persuasion. But most author-
i ties also emphasize that -wide kno-wledge in the fields of cornrnuni.cati.on 
and the social sciences are necessary prerequi.sites. Above all he should 
have the capacity to win and hold confidence.123 
119Gris-wold and Griswold, p. 55. 
120Postlethwaite, an. address before a class in public relations at 
Kansas State Teachers College, April 30, 195S. 
12lHarral, p •. 250 .. 
122.Harlow and Black, P.·· 387. 
123Ibid., p. 223. 
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THE INSTITUTION ••• COLLEGE 11K11 
College 11K11 is located in a small tovJn of some five thousand in a 
region that is sparsely settled. The college is so located as to attract 
students from across the state line. These students, by virtue of prox-
imity and economy, find it convenient to attend College 11K." The college 
has ample physical plant facilities to accommodate a much higher enroll-
ment than it has at present. 
The college was one of several institutions established as a normal 
school. In fact, its history dates from 1S97. The institution became a 
teachers' college by an act of the legislature in 1909. In 1939 the in-
stitution became a state college. 
The enrollment today is the largest since 1940. The summer of 195B 
saw an enrollment of more than four hundred students. The previous spring 
semester had an enrollment of eight hundred and fifty. The college has 
fifty faculty members. Although the college is primarily a teacher-
training institution, its.· program is designed to serve also those who 
desire a liberal arts curriculum and preprofessional training. 
Institutional Awareness of Public Relations 
College 11K~· has 'an awareness that has been further developed by a 
new president. His background as a public school administrator has given 
new impetus to a college that has never achieved near its capacity to 
utilize its facilities with and for a maximum number of students. The 
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president has had twenty-four years in public school ad.ministration, all 
as a superintendent. This greater utilization of plant and facilities 
stand at the heart of the objectives for College 111{. 11 
Problems 
The basic problem, as explained by the president and his public re-
lations director, is to integrate the immediate community with the college, 
to cause the community to understand the worth of the college in dollars 
and cents and in cultU1~a1 value. An aspect of the problem involves exten-
sion of this integrating force into the twelve-county area served by the 
college. 
In achieving aims since the president crune to the college two years 
ago, the college economics classes, at the suggestions of the president, 
made an economic survey of the college and the community. Each student:; 
the president saj.d, is worth fourteen hundred dollars to the cornmuni ty. 
The survey also revealed that the college as a whole is worth more than 
one million dollars a year to the tnwediate commun:i.ty. The results of 
this survey have been graphically presented in various publications by 
charts and graphs and told through the local civic organizations and the 
local 11ewspaper. The president saJd: 
This was done by students •••• We discovered after the survey vJas made, 
that this college puts into the economy of the commun:i:1:',y one million and 
thirty thousand dollars a year; that was based upon what students spend, 
what the faculty spends. It did not include our build:i.ng program which 
·was three quarters of a million during the past five years, and did not 
include homes built by faculty members. 
The survey with its implications for student recru:itment,the president 
thinks, should further the hoped for integration with the com.mttni ty. 
The president in leading up to his objectives for College 11 K" said: 
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Basically, I believe that public school education should include 
everything from the ki.ndergarten through the graduate school, and that 
since our basic purpose is to train teachers for this area, we definitely 
should work with public school people in , Oklahoma, and render 
a service if possible to those people. 
The pre~ident and his public relations director also made this joint 
statement: 
Aside from its Lthe public relations program_l informational func-
tion we feel that the public relations program is primarily concerned 
with improving the product which any organization offers. In pursuing 
this objective, it i.s inherent that the formal public relations organiza-
tion will often find itself' playi.ng the role of the observer when the big 
public relations production takes the stage •••• The greatest public 
relations advance was v1hen the school girded itself for four-year North 
Central Association accreditation. This brought about wholesale improve-
ments which benefited the students, faculty, and general public, hence 
benefiting the institution. 
Budge.t 
College 11KII does not have a breakdown of the operations budget for 
public relations. The budget vJhich i.ncludes the director I s salary, is 
approximately nine thousand dollars. The administration believes there 
is an advantage in the college printing department's operati.ng under the 
director of' public relations. So far there has not been a budget prepared 
by the. director. All matters of public relations budgets including print-
:i.ng come directly under adm:i.nistration. 
The Public Relations Program 
The public relations program at College 11K11 seems to :include more 
than is usually included in such a program. In fact, it seems to take 
on all problems with which the admi.nistrati.on may be burdened. It is, 
however, not clear whether the director :i. s a -worker with authority in 
the internal and external public relations of the college. The public 
relations program does embrace, ho\Jever, many activities at College "K, 11 
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which have been expanded since the acquisition by the college of new print-
ing equipment. 
f;ublicity 
Publicity is a funct:i.on of public relations at College "K" that bears 
the brunt of projections of the college activities. The news release is 
perhaps the most consistent and best organized of the publicity functionse 
The news release. The college publicity officer, who is also the 
director of public :L"elatfons au.d printing, sends what he calls a "ne-ws 
letter" to the local and a:t'ea media as well as to the state paper's. An 
excerpt from hi.s report to the president in :regard to news :L"eleases is as 
follows (dated March 19, 1957): 
1. In v:ts:1.ts with area newspaper publishers last August, I learned 
that they were aware that the college has a Fairchild Sca,n-a-
graver and that they were unhappy because they had been receiv-
:i .. 1'lg no engravings from the college. This machine and a we11 ... 
'Worn Elliott addre ss:i .. ng nw.ch:'t1'le were the basic tools of the 
Public Relations Office last August. 
Since that Mme L,August l, 195fil, the college mai.led some seven 
hundred engravings to newspapers in this twelve-county area • 
.About half of these engra.v:lngs were used by the area papers. 
• • • A l"ecent change in operat:tng procedure should lead to al'l 
even highm~ percentage. 
2. There was no evidence las·t. summer that l"outine weekly news-
letters had ever .been mailed from the college to area news-
papers. Tl:.ds be:i.ng the £01.mdation ·of' most public1.ty progr.ams, 
it was :t.mmed:t.ately :lnsti tuted here. The newsletter :t. s a 
collect:ton of short ne'Ws stories about coonpus events, dupl:i.ca:bed 
and m.a:Hed to newspapers and other media. 
Here we f:b"st experimented with the newsletter by mailin.g i.t to 
all dailies and radio stat:lons in the state, as well as to all 
weeklies in this area. When clippi.ng reports :indicated the 
newsletter was ineffective with papers outside the area of 
------' the mailing list -was triniined back to include only 
media in that area, plus~ Daily Oklahoman, Oklahoma Citz 
Times, Tulsa World, and a number of Kansas newspapers and 
radio stations. To date, ninety-two news stories have been 
mailed to an average of one hundred and twenty-five media. 
One copy of each of these stories, with a few exceptions, is 
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attached to this report. 
Our goal is to mail this newsletter each Tuesday, so that it 
will reach weekly newspapers on Wednesday for possible inser-
tion in publicati.ons of Thursday and Friday, and in time for 
inclusion in Sunday editions of daily newspapers. Of the 
11,500 separate news items mailed in this connect:lon, we esti-
mate that 1,725 or 15 per cent, have found their way into 
print or have been broadcast. 
3. Local coverage of campus events is a special problem in it-
self. The location has three primary media of information 
which must be kept satisfied by coverage of campus events. 
Our policy is to give the three media identical coverage. 
Therefore, some 520 special stories have been prepared for 
~~~~-' , and Radio Station ____ • About 500 
of these, or 97 per cent, have been published or broadcast. 
4. Special feature coverage of campus events for metropolitan 
papers has been closely restricted by available time. Tl.Ito 
current projects are of more than casual interest. The Dailz 
Oklahoman Sunday Magazine now has and is considering for pub-
lication a feature story which would reasonably occupy a full 
page on the subject of the college's gymnastic team. The last 
week of this month, the Oklahoman plans to have a color photo-
grapher on campus to make pictures of "Oklahoma" rehearsals for 
the cover of the April 21 amusement section. 
5. Speci.al coverage of campus events for home-town papers is the 
area of publicity wh:tch has probably been accorded greatest 
neglect. This is because the one student helper in the office 
has been preoccupied with preparing ma:ili.ng Hsts for other 
projects. 
Other ]21.l;blicit;y ;erojects. Projects no-w being planned in both general 
and specific promotion areas include: 
1. A bi-weekly or monthly newsletter to all high school s'l~udent:: 
publications in the area, This promotion will be unusual in 
that it -wi 11 be both general and specific in ways. 
2. A series of four promotion letters to be mailed to 2,200 high 
school seniors on our mailing lists. First of these letters 
is near:i.ng the production stage. 
3. Addition of 500 more seniors to mailing lists of the college 
newspaper, which is currently sent to 350 school libraries, 
legislators, school ne·wspapers, etc. 
It would be unwise to attempt a resume of public relations 
activities without calling attention to t,he excellent attitude 
and progressive achievements of the college I s Public Relations 
Committee. It is the most practical and realistic such 
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committee I have ever had occasion to observe. Instead of con-
cerning themselves with publicity--a mechanical thing with , 
which few of the members are familiar--the committee has recog-
nized public relations as based on the functional aspect of the 
college program maintained. This committee's undertaking of 
the student opinionnaire and the administration1 s sympathetic 
acceptance of the project, are probably the most significant 
single public relations development on campus this year. 
I am convinced that attracting students is a mechanical opera,-
tion. But keeping students and justifying their expenditure 
of time is where the Public Relations Cammi ttee has properly 
focused its attention. 
4. Direct mail contact has been established with a limited number 
of high school seniors--primarily those in , and 
------ through mailings of the college newspaper. Ar-
rangements have been made to expand this program, so that 500 
additional copies of the student newspapers may be mailed each 
issue to prospective students. 
5. A score of special events have been promoted through speci.ally 
directed publicity campaigns. Many of these (e.g., the Christ-
mas choir concert) have been events sponsored by the music 
department. In all cases, such campaigns have been conducted 
by this office with the close cooperation of the faculty mem-
bers in the conduct of these campaigns, with the possible ex-
ception of publicity on the campus gymnastic eYJlibition. This 
event was slighted inadvertedly because of preoccupation with 
promotion of three other concurrent events: Civic Music mem-
bership campaign, Follies, and "Dial M for Murder. 11 
Since this report was made, the director has modified his theory and 
practice. He has continued the release but to a limited number of media, 
because the percentage getting j.nto print has not been hi.gh enough. The 
publicity department, however, still sends its releases to some n:l.nety 
newspapers, radio stations and television sta:t:.ions, a11d at the same time 
it services the local daily and weekly newspaper and the local radio 
station. The president of the institution, sensing the low percentage 
of stories getting into print, said about the situation: 
The Press Association made up oi' editors had monthly 
meeti.ngs. The la.st year we :lnvi ted those people to be our luncheon 
guests here at the college. They are planning to make that an annual 
event. Through this luncheon ru1d meeting following they toured the 
campus, they know what's here. Through our publ:l.c relations depart-
ment, we send out news releases and pictures to them; they're using 
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these as never before, so we feel we have actually accomplished something 
worthwhile for good relations with the press. 
Concerning publicity, the president said, 11I wouldn't say we're com-
pletely pleased with it, but we are tr'IJing, and we are improving it all 
the time." The president has utilized his o'Wn membership in the Rotary 
Club in the community as a publicity force for the good of the college. 
Office equipment for :eublicity and other pur;eoses. College 11K11 is 
unusually well equipped with good office equipment that is a part of the 
public relations program. Among the machines for use of the office are 
two offset machines, one a smaller machi.ne for duplicating news release, 
and another for large sheets, 18 x 20 inches in dimension. A Fairchild 
picture engraving machine js used for much of the publicity and for pub-
lications in general. The college has a Co:xhead Varityper and composing 
machine. One oi' the more expensive machines of the office, which combines 
printing and ne-ws release functions, is t,he Robertson 320 camera. This 
machine is used to reproduce print and pictures of any size for duplica-
tion on the Multigraph model 1206 offset. The college newspaper is printed 
through the use of the camera and the offset machine. Other important 
equipment besides typewriters include an Elliott addressing machine, a 
hydraulic paper cutter, an exposure frame, and an opaquing table. This 
equipment represents an outlay of approximately twenty-nve thousand 
dollars--for offset printing work. The college uses a full time printer 
to do the offset vJork for publici.ty and publications. 
II 
They 1re equipped 
to do all kinds of printing, 11 the president said. 
Specia:J:_ Services 
One of the important speci.al services which the president initiated 
last year v.1as mentioned above, :1.nviting of the district press assooiat:1.on 
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to meet on the campus each year. The president believes that this is help-
f'ul to the college publicity program and also that it is a source of appre-
ci.ation for the college and what it is trying to do. 
The college holds some thirty-two events on the campus each year as 
~ part of their special services. These events include athletic tourna-
ments, interscholastic contests, and music and speech festivals. 
Testing~ counseling service. The testing and counseling service, 
along with the college's film service makes up another of the more impor-
tant services to the more than ninety schools in the twelve-county area. 
These tests are given, and faculty members interpret the tests as a ser-
viceo The schools defray the cost of the tests only. 
The film library service is used extensively, the president said. 
The college also publishes a brochure in its own printing departn1ent to 
advertise the service. 
Health services. The college instituted a special kind of health 
service which has taken hold in the area high schools. The president 
related that the college bought a telebinocular and an audiometer and 
tested eyes and ears of students in the area schools. Since this service 
was started by the college, the schools have bought thi.s equi.pment and now 
carry on their own programs, the president said. 
Athletic services. Athletic services will be somewhat curtailed, 
the president sai.d, because of certain plans being made ey the state high 
school athletic association. The college will have t-wo fewer tournaments 
in 1958. 
The president concluded in regard to special services now rendered 
to the ninety schools of Oklahoma and some forty in Kansas: 
We feel that through those services, that we have a greater interest 
in today than ever before on the part of the public school 
82 
people. 
Thus the president believes that through his studies and activiti.es 
i.n the cornmuni ty and in the twelve-county area, the college's public re-
lations is improving. The coJJ.ege is doing two things in this respect. 
One is the finding out, the other is the informing. These two functions, 
the president believes, will mean progress to the area and higher educa-
tion in general, as well as for the college. 
The president has indicated that the college has achieved good rela-
tions in the community, through the Chamber of Commerce, the women's or-
' 
ganizations, and the civic clubs. The Chamber of Commerce, for example, 
furnishes the lunch for about a thousand seniors on the annual senior day. 
Alumni Services 
The president said: 
Our alumni organ:i.zation is one that isn't highly organized •••• 
they do not pay dues; they have annual dinner meet:i.ngs here on the 
campus at which officers are elected. We plan to do more with this 
alumni organization. We probably will ask them to have dues with the 
idea of using that money for scholarships. Through our printing depart-
ment, we print the that is an alumni publication which 
goes out four times a year. 
The president plans "to get the alumni organization going. 11 The col-
lege does have an alumni secretary. She is a secretary in the publicity 
office and teaches some English classes, the president said. She edits 
the alumni publication. The only meetings held ea.eh year for alumni are 
at homecoming and the annual dinner meeting. 
There is not a fui1d raising program as such, The president and 
various committees including the industrial relations committee of the 
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Chamber of Commerce have initiated a stronger scholarship program. Last 
year the Chamber of Commerce and other groups contributed some thirty txtt:i.on 
scholarships. Next year the president hopes to raise funds for adding 
additional scholarships. He hopes to encourage alumni to contribute dues 
for membership; some of the funds would be suggested for additional tui-
tion scholarships. 
Publications 
A large number of publications is brought out at College 11K. 11 These 
publications fall into three categories: (1) direct mail, for invita-
tions and promotion; (2) announcements and brochures connected with de-
partmental services, and (3) handbooks and special publications. Other 
publications include the college newspaper, published bi-weekly, the 
alumni bulletin, and the yeaI'book. All but the latter are published in 
the college's offset printing department. These publications also serve 
as publicity in most cases. The president said that these publications 
serve to "identify" the college. 
The college pri.nting dep~.rtment has the services of a full time 
printer, who continually publishes small leaflets of various kinds. 
The college newspaper is under the direction of the college public 
relations director. The yearbook has been in charge of a faculty member 
in the English department. 
Among the incidental publication titles have been Signif'igue, a 
supplement with f'acu.lty expression. There was no masthead for this sheet. 
It has been published only once. A number of' direct mail leaflets have 
been published. Some of the titles have been rerun for another year. 
One of these recruitment leaflets is entitled "What Do Worms Do in Winter?" 
Another similar piece was "Fifty-Sixty," commemorating the number of years 
of service as a state institut:ion. Application blanks and letterheads 
are printed by the department. 
Photography has an incidental role at College "K." It is incidental 
in that there are no photography courses taught. The college owns two 
press cameras which are usually used by students or the director. The 
college has a working arrangement wit,h a local photography studio in re-
gard to printing pic·~ures. 
The Director of Public Relations 
In a report to the pres:i.dent, the director stated the following: 
••• the latter funct:lon is an adm:lnistrative function of vital impor-
tance to the institutfon, but one which should best operate on the 
border of invisibility, I shall attempt to review some of. the more 
tangible activities of the off:i.ce since that time" It is my intent:i.on 
to follow this review w:i.th monthly reports. 
NeWSEaJ2~~. ex.eeri.enc~.· The director has had two years experience on 
newspapers. He has in addition been a free-lance writer and has been a 
correspondent for the Qhrjstian Sci~~ Monitor. 
Ex:eerience !n, wr.iMng. In his publ:i.c rela'l:,i.ons work, he served six: 
years at a college in Arkansas, and wrote news releases and edited publi-
cations. He served for fourteen years as correspondent for the 9J:lri~.~-~ 
~gje~q~ Monitor. He has also been a free-lance. contributor to national 
magazi.nes. He has B.A. and M.A. degrees from the Ui1iversity of Oklahoma., 
where he ma,jored in j1ournalism. He wrote a inaster 1 s thesis 011 offset 
print1.ng. 
At college 11K" the director has compiled results from several SUI'-
veys i.n which faculty ai1d students parMcipated. He wrote these opinion-
naires and recorded the results. He has shown interest in higher education 
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through service to education both as a teacher and publicist. He is a 
member of the Oklahoma College Public Relations Association and the state 
press association. He has been a worker in the background. He has a full 
schedule of teaching duties in journalism, usually five to eight semester 
hours. He is a member of but not chairman of the College 1 s public rela-
tions conunittee. He realizes that working in the background is better, 
perhaps, especially at College "K." 
Strengths and Weaknesses 
Co;llege 11Ktt I s public relations a:wareness is exemplified by the atti-
tude of actions of the president. He has been president of the institu-
tion for two years. He has found out what his problems are by discussing 
the college with members of the Chamber of Commerce and the civic clubs 
in the community where "K" is located, by making an economic survey in 
regard to what the college contributes to the community in dollars and 
cents, and by making faculty and student surveys in regard to internal 
public relations at College 11K. 11 He has exercised a high degree of leader-
ship to determine best ways to serve the area and the local communi.ty. 
Thus College "K" has demonstrated a strong awareness by taking the first 
s·liep, which Griswold says is the first basic step involved in any public 
relations plan: 11The first is the employment of scientific study to dis-
cover what are the public relations prob'.l:ems and what are their ,propor-
tions., nl This preliminary survey of _problems emphasi.zes College "K" rs 
awareness of the problems involved in a good public relations program. 
Strengths at College 11 K11 are: 
(1) The public relations program at College 11K11 is perhaps strongest 
lariswold and Griswold, p. 12. 
in special services. The president instituted several special services 
as a result of his contacts with superintendents in the area and citizens 
of the local community. One special service which has added strength to 
the over-all collega program is the annual college and state press asso-
ciation meeting. At this meeti.ng the college and the press have oppor-
tunity to d:lscuss mutual ways to cooperate in improving college services 
to the area. Beat ways a.re suggesrced by the press to publi.oize the college. 
The college has the opport1.mity at f:l.rst hand to explain ·che objectives, 
polic:1. es, and accomplishments of the college. Another strength in the 
spec:l.al services div:l s:ion :is testing and guidance services and :f."ilm serv-
:ices. A catalogue :1.s published and distributed to schools, churches a1'ld 
civic groups in the con:unun:ity. 
The college has a very active placement service for its graduates. 
The service is directed by a full-time individual who also is in charge 
of teacher-training. A brochure explains the scope and :l.ntensity of the 
service. 
One service unique to the state colleges has been the audiometer and 
telebinocular service. A college employee visited many schools test:i.ng 
eyes and ears of students. The response .was sufficient to cause some of 
the schools to buy their own equipment and continue the service at home. 
Other special services include athletic tournaments held for high 
schools, workshops in various fields, music and speech festivals, and 
senior day. In all of these services the president lends personal leader-
ship and support. In some of this work the public relations director 
assists or works closely in order to publicize events. The president's 
studies and surveys appear to be reasonably scientific for determining 
the needs of communities served by the college. 
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(2) The president cooperates very closely with the publicity program-, 
which is a strength at College "K. 11 A high volume of news releases is 
sent weekly to area and county newspapers, to radio stations, and to a 
few television stations. The director's report to the college president 
stated that of some five hundred special stories preparea for the three 
local media, two nellspapers and one radio station, appro:dmately ninety:-
s~ven per cent were published or broadcast. But only fifteen percent of 
a certain number of stories sent to district and state media found their 
wa.y into print or were broadcast. Although this is not impressive, it does 
point out that special attenMon is given to local media as a group and 
area and state rned:l.a as another group. That the director may attempt to 
measure the success of his program by counting column inches in print or 
minutiss used on the radio might be considered. a weak11ess in the publi.ci.ty 
program. The dependence. upon· statistics of the kind stated above is un-
reliable. The real rneasure of" a public rels:t.1.o:ns program and the :l.mpor-
·tant cr:i.ter:le. fo:r evaluaM.on ai~e to be found, not in statistics but in 
-' 
I 
results ach:i. eved, wha.t tangible or :l. ntangi ble improvement, haa been brought 
aboi.1.t. Th:i.s weakness in the d:l.rector 1 ~ methods does not, however, make 
the entire program weak. '.l.1he _college depends greatly upon the news re ... 
lease as a continual n1ea.1'ls of :informing publfos in ·the di1~·br:l.ct. College 
"K" · uses photo serv:l.ces, c:1:1.rect mail, broadsides (single pr:lnted sheets 
used ·for promotion of an event) , calendars, and some paid advertising. 
The use oi' such :1. s supported by Reck ,and con.form to accepted norms of 
2 
good public relations. There is some evidence of good results :f.'rom these 
two of the strengths at College 11K." Enrollment has :l.ncreased. There 
are greater numbei"s of' schools, groups, and i.ndi vidua:l:s partici.pating in 
2Reck, Public Relations Programs, pp. 252 ff. 
the special events of the college. 
Weaknesses at College "K11 are: 
(1) Alumni services are definitely weak at College 11K, 11 as even the 
president and the director admit. There are few activities designed to 
encourage alumni to speak and act for the institution. There are no 
school, class, or club organizations for alumni. Very little direct mail 
is used, There is not in evidence any loyalty campaign, service awards, 
or movies and recordings designed for alumni. Although there is a news-
letter sent out each quarter, this inform.a tion is similar to that in the 
college newspaper, which is also sent to alumni. The newsletter does not 
encourage action of the alumni. The president admitted that the alumni 
i!Jere not organized. No dues are charged or requests made for funds of 
any kind. An annual dinner meeting is the only reunion activity. 
(2) Fund raising is a weakness in the public relati.ons program at 
College 11K. 11 At a time when there is considerable activi.ty of even state 
colleges to set up endoi!Jments, bequest programs, and strong scholarship 
programs, there is only an annual scholarship drive in the local community. 
This prov'ides some thirty tuition scholarships, There is no direct mail 
program. 
(3) The publica·liions program is weak, for the publi.cations are issuao. 
haphazardly. Each promotional piece ha.s the difficult task of promoting 
without cooperation from other sources. Hollnes pointed out as a standard 
procedure that publications can be closely integrated so that one publi-
?. 
cation can promote the objectives of the other./ A publications program 
might be set up to promote recruitment of elementary teachers, for exanple. 
The printed leaflet, the bulletin board, the advertisement in the state 
3Holmes, p. 12. 
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teacherls magazine, the alumni publication, and the student newspaper 
might all tell the story during the promotional campaign. There is little 
evidence of such integration of publications at College 11K. 11 A definite 
publications schedule should be followed. As Holmes says, "· •• no one 
piece would carry all the load, but all would be doing their bit for one 
particular objective. 11 L, The entire publications program needs coordina-
ting. There is greater opportunity for the development of this program 
since College 11K11 has engaged a full time printer. The college also has 
valuable new offset printing equipment. The director of public relations 
wrote a master's thesis on offset printing. Thus the printing and pub-
lishing at College 11K11 will remain weak until the program is better co-
ordinated. 
The director of public relations has qualifications for coordina-
t:i.ng the activities for good public relations. He is, however, burdened 
with teaching duties. His work is spread too thin. He has not defjned 
the duties of public relations nor the purposes of publicati.ons and pub-
1icity. He will need the support of the president and the f'aculty if 
present weaknesses are turned into strengths. He will need to coordi11.ate 
publicity, speclal services, alumni services, fund raising, and publica-
tions. In addition he must direct printing and photography. When this 
i.s done, the public l"'elations program will be stronger. 
Thus of the basic requirements of a standard public relations pro-
gram, awareness, publicity, special services, altUnni. services, fund-
raising, and publicaMons, the college js comparatively strong in aware-
ness, publicity, and special services. There is much to be done in fund-
4Ibid. 
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raising, alumni services, and publications. Attention is needed in these 




THE INSTITUTION • • • COLLEGE ''W'" 
College 11W11 is located in a small town of some six thousand people. 
It serves a thirteen-county area and serves graduates from some one hun-
dred and fifteen high schools. A majority of the two thousand seniors 
vJho continue college work do so at College ''W." 
It has, since its founding in 1909, been primarily a teacher-training 
institution. First it vJas designated a normal school, as vJere other 
colleges in Oklahoma. The word teachers vJas retained in the title from 
1919 until 1939. Since that time it has been a state college. For a 
brief period since that time, however, it was designated by the regents 
for Oklahoma colleges as an institute of technology. Its purposes, which 
are training of teachers, educating persons in the liberal arts, and pro-
viding preprofessional training, also include training in pharmacy. In 
this respect it is unique. 
The 1958 summer enrollment reached approximately one thousand, its 
highest summer enrollment. The 1958 spring enrollment reached seventeen 
hundred. The most of this number vJere enrolled in teach~r-training pro-
grams. The president of' College ''W" has been serving the insti.tution for· 
thirteen years. He has served as principal and superintendent in the 
publ:l.c schools of Oklahoma for tv1enty-one years. He expressed an aware-
ness of' expected :h1creases in enrollmen·b each year. He said that higher 
eduoaMon in Oklahoma must have much more help if present programs are 
carried forward successfully. Much financial help will be needed, he 
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said, in "keeping up with other schools in neighboring states._'' He said 
that, although the colleges of Oklahoma are doing a "wonderful job, we're 
beginning to get ••• behind. 11 He expressed the emphati.c view that the 
people of Oklahoma will have to decide to do something about higher educa-
tion. He was referring to obvious needs of housing, more college profes-
sors, and additional facilities for instruction. 
Institutional Awareness of Public Relations 
The presideAt stated that there are more high school graduates in 
the region served by his institution and that an increasing percentage 
of that number want to attend college. The president was clearly aware 
that his institution must be expanded if the college is to cope with this 
problem of increasing numbers. His public relations awareness is expressed 
explicitly when he spoke of his college as follows: 
The first obligation is with the student body, secondly, with the laymen 
and the alumni; I think we do a pretty good job informing the student body 
as to what we are trying to do and what we want them to do. And from there 
we spread our good will the best we can. 
I thin.~ the major part of that has come through the individual faculty 
members informing students and keeping them happy and successful; of course 
the administration has a lot to do with it, but they can't do very much 
unless all the employees of the campus are willing to serve the student 
and do the things to help them lead a better life. 
The director of public relations has expressed his awareness in 
the publicity releases to newspapers, radio, and television and to a 
number of magazines. A picture in color was reproduced on the cover of 
College and Universiti Business last February. The picture was the new 
student union building. The unique architecture of this building, its 
adaptation to the Southwestern environment, was featured in the magazine. 
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Ob,jec~ives 
The objectives of the public relations program were embodied in the 
president's statement regarding the obligation of the college to the~-
dent ~ first and ne:x:t to laymen and alumni. He s.aid the "major part" 
of the job in reaching the objectives is done by the facultyo The college 
desires to maintain a happy and successful student bodY. The informing 
function of the college is its major tool for reaching the public relations 
objectives. 
Budget 
The college public relations division has a budget of approximately 
six thousand dollars. This amount covers some student help and a salary 
of forty dollars a month for the student photographer. Perhaps the biggest 
item in this budget i.s pictures. These pictures are sent to newspapers, 
television, and magazines. Some of them are used in the college ;rearbook. 
The Public Relations Program 
Publicity 
The president said about the college publicity program: 
We have a good program. The people like it. I believe "We do a 
very good job ••• we do a lot through the papers •• o I think that's 
a good avenue. We do a lot of corresponding with the superintendents 
in th~ area about what we are doing and how they can help us. We want 
to do what they think needs to be done • 
. The president said that the publicity takes largely the form of 11pic-
tures, editorials, and mai.ling. 11 These words indicate the program that 
the director carries on with the mass media and the spec:i.alized media. 
The publicity methods at College "W'" have evolved over a period of 
twenty years, in which the director has.worked with the mass media~ Some 
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of his practices are unique, one in particular. This has to do with pi.c-
tures. During one year the director sends some two hundred pictures to 
the Daily Oklahoman an~~. He sends proportionately large numbers of 
prints to the weeklies and dailies of the thirteen-county area. The pic-
tures all involve campus life in one way or another: students and faculty 
and their work. The news stories as well as the pictures have a local, 
home-town appeal. 
Original pictures made of any activity are sent to the Dail~ Oklahoman 
and the local or nearest daily. The reason for this is the policy of 
the mwspapers, especially of the Daily Oklahoman. The Oklahoman will not 
take mats. Whenever a picture is taken and prints are made, there are 
usually two sizes. The first is an 8 x 10 for the state paper. The other 
is 5 x 7 for all other papers, regardless of number. 
Since photography is very important to the publicity program in pub-
lic relations at College 11W, 11 the director exercises care in the selection 
of the photographer. There are no course and no j_nstructor in photography 
at College ''W. ,, The director's sole criterion for the selection of the 
photographer is that he has had no photographic experience. Only occa-
sionally the college watchmaker resolves any nettlirg photographic problem 
that the student may have. The director himself never takes pictures. 
The present student photographer has been on the job for three and a half 
years. He has an understudy, -who is sti.11 in high school and -who wi.11 
probably replace him, at a salary of forty dollars a month. The college 
has a small dal:'k room and an agi.ng Graflex press camera. 
The~ release. The office of public relations does not send "hand-
outs." The story i.s typed for each newspaper. There are few mass mail-
ings of news releases. Occasionally a general story will be sent to some 
thirty or forty newspapers and to radio and television stations. This 
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practice, ho-wever, is rare • The ne-ws release functi.on employs t-wo half-
time students -who do this typing. Another student writes sports stories. 
The director hardly ever has to cover sports, only if the student for some 
reason is 1..mable to do so. This system has been working for ten years, 
the director said. 
Because the news release is carefully handled, that is, stories are 
~yped in original and given a local appeal, the stories achi.eve ninety 
per cent publication, the director said. Other agencies serviced by the 
director include the Associated Press and the United Press International. 
The director gathers his ne-ws for publicity from the president and 
the administration, the students, and the faculty. 
~ program. For the past eight years the college has had a five ... 
day~a-week newscast on radio. This is done by a student news director. An 
occasional movie about the college is presented on one of the state tele-
vision channels. This work is also done by students. 
Q..ollege advertising. The college has "never resorted" to advertising, 
except at one time in local county papers; there has been no paid advertis-
ing within the last five ;tears. The advertisements had once been about 
opening of school. The president admitted that one advertisement is rtm 
each April, largely as a gesture of cooperation, in the Oklahoma Teacher. 
Extension. "We are about out of that business, 11 the president said. 
"We had one class last year. 11 The college, however, has 11 quit.e a program 
of testing in high schools. Our extension office has turned into a 1pub-
lic service office !' 11 The college provides a program of testing seniors 
in the area h:i.gh sqhools. The film service is quite extensive. 
§J2..eake~t service. One of the highly developed 11 special services" 
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of the college is the speakers 1 service •. Each year the public relations 
director Multiliths a booklet that lists members of the faculty who are 
available to make speeches or provide entertainment for civic organize.-
tions, churches, and high school groups in the area. The booklet lists 
these categories: 
(1) Entertainment: · vocal music::, instrumental music, art (chalk· 
talks f' traveling'· art exhibition), speech and novelties. 
(2) Professional services: consultative service, e.g., school 
building problems, public relations curriculum, bond 
electi,ons, improvement ·or teaching organization for 
North Central evaluation,~local research, reading. 
(3) Extension: film library, 16 mm. motion picture films at 
moderate rental fees for schools, churches and civic 
organizations. 
The present booklet contains fifteen pages of information, including . 
brief biographical sketc;:hes of' the faculty members •. There are also 
listed the professional and poptil.ar titles of speeches, e.g., "Your Next 
Breath," 11So You Want·Your Son to Be a Doctor," "Breaking Your ·Bondage," 
and "Nearly Never Married." The booklet is mailed annually to various 
community groups. Some are requested. 
Local 901nmunitz relations. "We have wonderful relations with our 
immediate community," the president said. 
11We have probably thirty-five scholarsM.ps given by Rotary Club, 
Kiwanis and Chamber of' Commerce." The president is an honorary member 
of the two civic groups. Some individuals have given scholarships. 
''We have given up homecoming and senior day. We believe it does 
more harm than good. 11 The president had had a meeting of some .thirty 
principals in the area to determine facts about senior day. Former sen-
iors testified that they were getting the wrong impression of the college. 
They could see only the social life as exemplified in the college\ student 
union. This, as observed, was card playing and pool playing. 
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Fund-raising -- ' 
The college as such does not engage in any fund-raising. Funds are 
volunteered from civic clubs and individuals for scholarships. A card is 
sent each year about March or April to enlist those who would provide 
scholarships. This card is usually returned by May, soon enough to be 
announced by pr1ncipals at the various high schools for superfor seniors. 
The idea started about six years ago when members of the Rotary club so-
licited their own members and then solicited other organizations. At pres-
ent there are some thirty-five scholarships given annually in this manner. 
The president signs a scholarship certificate attesting to the honor. 
Alumni services 
1'We have a peculiar group on this campus known as the Thirty-Year 
Club. They lend a lot of support to our program." They provide t-wo schol-
arships annually. The Thirty-Year Club is a kind of auxiliary to the 
regular alumni activities. They are "boosters" of ------- state 
college. 
''We are not doing a whole lot for our alumni, and we're hoping to 
get reorganized for the coming year, 11 the president said. In regard to 
having an alumni secretary, the president said "only partially. 11 A mem-
ber of the faculty does the correspondence for the college. The college 
newspaper is sent to alumni. The president categorically expressed the 
view that plans are under way for doing more about organizing the alumni. 
The alumni have a meeting twice a year, in the fall and in the spring. 
The alu.m.ni association has elected officers. 
Publications 
The college has many pamphlets on the phases of the college offerings. 
The president said that the college published these pamphlets in quan-
tit;i:es for these fields: watchmaking, technical programs, pharmacy, and 
business courses. "We had so many calls for these individual services, 
we found we saved money by sending modern pamphlets, rather than by 
sending the whole college catalogues." 
Handbooks. ''We have a fine student handbook, also student-teacher 
handbook. Both are being revised now. 11 They are published by the dean 
of instruction and the dean of student personnel. Other publications are 
"processed by the public relations department, 11 the president said. 
Fifth-year catalogue. At present a modest catalogue is being pre-
pared to describe the curriculum for the fifth-year program. The college 
graduated thirty-four persons at the end of the 19513 summer sessi.on. 
The college newspaper. The college newspaper is advised by the di-
rector of public relations. It is bi-weekly. Information in this publi-
cation also serves the office for publicity purposes and as a direct 
mail piece to alumni and others. 
The yearbook. The college yearbook is sponsored by a member of the 
faculty other than the director of public relations-, The dean of women 
is the sponsor. She is assisted by two other members of the faculty. 
guarterli bulletin. A bulletin is published by the director each 
quarter to convey to teachers in the area and others some new information 
about the college. The bulletin may explain new courses, new curricula, 
and general information about the college. 
The Director of Public Relations 
"He has the responsibility for all printed mat"t?er, 11 the president 
said. All printed matter goes through his office. Although his chief 
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function is publicity, the director does manage and supervise all publica-
tions connected vdth or about the college. The one exception is the col-
lege catalogue. 
Experience ~ Education 
The director has been a member of the College "WII faculty for nineteen 
years. Prior to that he had been a public school administrator. He also 
had a considerable ne,,1spaper experience. He was at one time registrar for 
one year at the local college. He now teaches one course in business 
English. 
He has the B. A, and Ed. M. degm:is from the University of Oklahoma. 
Directing the frogram 
The director of public relations at College 11W11 operates the depart-
ment practically single-handled. He does have during the regular term 
two half-time students and a part-time student sports writer. Much of 
the publi,shing is attributed to his initiative. He has bee11 able to fash-· 
i.on a program which he believes especially suited to the needs of the 
college. He said he was not satisfjed with the use that the college is 
at present making of television as a publicity medium. 
g,~search 
The director is constantly looki.ng for ways to enhance the prestige 
of the student and the college. He services trade journals. One of his 
best projections was a colored picture of the student tmion building, 
which appeared on the front cover of College and University Business, 
Fe bruar'IJ , 195 8. 
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From questionnaires that were sent to school superi.ntendents in the 
area the director has compiled the results of' a survey on seniors. The· 
survey reports the number of students actually attending college each 
year from each of the more than one hundred high schools i.n the thirteen-
count,y area. The survey also shows the percentage of students from each 
school attendi.ng college. An estimated number expected to attend during . 
the following year is also recorded on the survey sheet. The estimates 
are usually slightly under the actual number, the survey shows. The aver-
age percentage of the graduates attending college in 1957 was 50.05. The 
estimated percentage of graduates attending college in 1958 was 53.18. 
This cumulative record has been made for seven years in the area served 
by the college. 
Strengths and Weaknesses 
First studi.es and reflections upon the over-all program of' public 
relations at College ''W" were impressive. The college president fosters 
and plans programs for service to the college constituents. The public 
relations director appeared to be carrying out an excellent, balanced 
program in college public relations. He had carried on a survey over a 
period of' years, reporting percentages of high school graduates going to 
college. This survey helped to identi.fy the college I s important problem, 
that of' enlarging its facilities to meet the demands of increased numbers 
entering College 11W. 11 Although the college pres:i.dent and the director 
expr_essed an awareness of' good public relations, a closer scrutiny re-
vealed some gapi.ng holes in the shield of its public relations arm.or. 
There is no doubt of awareness. The administrators have sensed what can 
be gained from good public relations. 
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Strength at College ''W" is: 
First, the chief strength of the public relations program at College 
·- -
"W°" is the publicity program. Su:We;Ys ma.de by the public relations officer 
reveal the sensitive attitude toward his publics fuid the objects of his 
publicity. Long years of experience with the hews release has given the 
director a sense of knowing what he is doing. ·This function at College 
1'W11 consists of personalized general releases, slanted for particular 
media and for certain newspapers in the area. News releases are well 
timed, and they give preference to the newspapers near the college w~ere 
most of the students who are now on the campus have lived. Often pictures 
' accompany the news story. The director prepares mats to be sent in large 
numbers to those newspapars who can use them. Most of the papers in the 
area can use them, The glossy print is sent to one of the area papers 
' and to the state papers. These methods have been proved best in publicity. 
The director writes all stories; each story is typed; rarely :tr: ·e.ve:r .. ·ar.e 
they mach:lne duplicated. Students who work in the office make extra 
copies as needed. The director has specialized in publicity that the 
news ralease can get. The director gets into print more than ninety per 
cent of what he sends out to newspapers. His publicity methods also in-
clude feature articles to trade magazi.nes. Each publication with Which 
he is connected serves as a publicity medium. The college newspaper is 
a publicity medium. The speakers• bureau syllabus is a publicity medium. 
The director, it appears, taps all the college's sources for publicity 
items. Thus the publicity at College 1'W'11 is strong. Adding strength is 
the college radio program which has been used for eight consecutive years. 
This program takes the form of a dai.ly newscast. There is occasionally 
a short movie presented on television. 
102 
Weaknesses at College 11W11 are: 
(1) Special services at College 1'W" r1eed the strength that balance 
would provide. The strongest si.ngle feature is the speakers 1 b1.1reau 
service. f.JJ.1 exceptional syllabus is printed and distributed to various 
publics in the area. But this single feature is inadequate. Reck has 
stated, as stated in Chapter II of this study, that special services 
consist of several features. Among these, which College ''W" does not 
have, are educational movies, radio recordings, forums, and guide services. 
One of the special services which the college does have but which is poor]y 
coordinated is the placement service, which is under the dean of instruc-
tion, who has too little time to deal with it adequately. There is even 
no publication available to show the extent of the work of the placement 
office • 
.Conferences, workshops, and athleti.c contests conducted for area 
high schools are decentralized and have little connection with the public 
relations office. The president of the college has discontinued senior 
day, a special service. There is no evidence of radio recordings as a 
public service feature. 
(2) Alumni services, admittedlY, are slighted; therefore the program 
is weak. There is no field representative for making personal contacts 
regarding recruiting of superior students. An on-campus alumni secretary 
handles correspondence concerning alumni. Information directed toward 
alumni is found in the college newspaper. There is no newsletter or 
magazine for alumni. There is no direct maj.1 service from the president •.s 
office. OnlY an annual homecoming provides a means for reur1:lons of for-
mer graduates. No other speci.al events are planned for alumni. 
(3) The publications program as has been indicated, is absorbed in 
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the publicity program. Only the necessary publications are issued, with 
the exception of the student and faculty handbook. In fact, not all of 
the necessary publications are published regularly. Chapter II of this 
study pointed out that publications may be one of five major divisions 
of the college public relations program. The necessary publications are 
the college catalogue, a general information bulletin, and promotional 
brochures. There is little attentiori. given to publicaMons designed for 
specialized publics. There is no formal medium for faculty expression. 
Even the college catalogue bears but little resemblance to present-day 
concepts of excellent planning as reported in detail in Chapter II of 
this study. These con~epts of what the college catalogue should feature 
are: 
lo More complete information on financial costs. 
2. More speci.fi.c information about scholarships, self-help 
opportunities, and student aid. 
3. A more realistic approach to what students have to accomplish 
to stay in college. College life is "glamorized'' ·too fre-
quently, it was pointed out. 
4 . .A survey page at the beginning of the publications. 
5. More guidance material and career information. 
6. Whether tuition costs should be paid in a lump sum and what 
is covered by board and room-,.;and conveying these costs by 
charts, graphs, or pictographs. 
7. More attention to improvements of appearance with an increase 
in color, illustrations, photographs, and more effective use 
of white space. 
(4) Because many state colleges have done little about f'und-raisi.ng, 
College ''W" has little interest in a program of this kind. Only a volun-
tary campaign is utilized to bring in some thirty scholarships annually 
from the community where College 1'W11 is located. No other fund:-raising 
campaigns have been known at College "W. 11 
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The director of publi.c relations has exhibited outstanding strength 
in publicity. His methods have become crystallized over long years of 
experience as a public school administrator, as a newspaper man, and col-
lege professor. But his progra.m., which is designed to enhance the pres-
tige and bring good will to the college, will need to be expanded to in-
clude a stronger publications program. Perhaps an inventory should be 
made by the director to test his practices against the notable trends of 
the day in public relations, more especially as they relate to publica-
tions and alumni. 
CHAPTER V 
THE INSTITUTION • • • COLLEGE 11L11 
College 111 11 is located in a small village with a po.pulation of ap-
proximately 450 persons, many of whom are advanced in age and draw Old 
Age Survivors Insurance, and others who are employed at College 111. 11 
The institution owns 400 acres of farm and pasture land, with ap-
proximately 120 acres under cultivation, and 40 acres used for the cam-
pus proper. The farm and the campus provide .many jobs for needy stu-
dents, who would not otherwise be able to attend college. The college 
catalogue states; 
~~.....,.~"""!""' Land-Grant College exists for the purpose of promoting 
through j_nstruction the practical applications of h1owledge to specific 
life situations. 
The objectives are: 
1. To provide instruction and experi.ence for improved cultural back-
ground, health, balanced personality, and normal social adjust-
ment. 
2o The preparation of' teachers for those branches of service which 
meet the common demands of the state. 
3. To develop definite skills which enable those taught to attain 
greater economic freedom. 
4. To provide professional backgrounds. 
5. To promote research directed toward solving group problems.* 
A statement from the state regents office said in part: 
is one of' the state's oldest educational 5.nsti-
~~~~~~~~-
tutions and has rendered valuable and outs·!;anding services to the state. 
*The ------- Catalogue, 1956-58. 
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The institution i.s accredited by the North Central Association of Col-
leges and Secondary Schools •• 
---------- has a good physical plant and it has an out-
standing faculty of devoted men and women who are conscientiously en-
deavoring to serve the state. Many of its graduates have made outstand-
ing records all over the nation. You will recall that less than a year 
ago, The Oklahoma State Regents for Higher Education were quoted i.n a 
published statement as follows: "The Regents believe that 
should have the wholehearted cooperation and goodwill of the citizens 
of Oklahoma."* 
Institutional Awareness of Public Relations 
The president of College 111 11 has considerable awareness of public re-
lations at hi.s institution. He said, 11All persons are public relations 
persons. This involves how you treat students and what they are taught. 
They may make careles statements and cornmi t careless acts. 11 The presi-
dent indicated that occasionally he talks to students about their conduct, 
on and away from the campus. He also speaks of go0d public relations at 
faculty meetings. He expresses awareness by having a director of public 
relations. He is especially aware of his relations with other colleges. 
He parti.c:i.pates in and encourages faculty to participate in the affairs 
of the comnmn:i.ty and of the state. His organi.zat:ion in his institution 
attests to his continual awareness of pubUc relations. 
PrOblems 
H:i.s problems involve ways and means of increasing enrollment and 
providing student employment in order that more needy students can attend 
college. The institution has the problem of survival; the state may soon 
heavily modify the functions of the institution, if it does not abandon 
the institution altogether. 
*From a letter written to the college president at "L. 11 
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O'.b.i ecti ves 
The president revealed his public relations objectives when he said, 
"I believe a public relations program should be designed to bring about 
the most cordial relations between the public and the instituti.on. Every 
teacher and employee must play an important part in this undertaking." 
Budget 
Public relations is budgeted under administration except for part-
time public relations services rendered by faculty members. 
The Public Relations Program 
Special efforts have been made for good public relations since 1956, 
when the president employed a director. The present progrrun emphasizes 
two phases especialzy. The first phase is publicity. The second is an 
annual series of visits to high schools to talk to seniors. 
Publicit;z 
The president said that the chief' functi.on of the director is to 
write news releases to be sent to area and state papers. The news re-
lease function is improved because of photographs that are made avail-
able by the college physics teacher. Pictures are taken of social life 
and the events held on the campus. These pictures are sent to newspapers. 
Others are made and kept for the college yearbook. The president often 
suggests the news or furnishes it from his office. In addition to gen-
eral releases concerning college progress, faculty changes, commencements, 
and glee club and band tours, the director sends to home towns releases 
about students. The interest that the president takes in the publicity 
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director's work attests to the increased public relations awareness that 
the president has developed since he hired her three years ago. But the 
publici.ty function ceases when the director is on summer vacation. 
S£ecia1 Services 
Special services include visits once a year to nineteen high schools 
in the state, placement service, and entertainment. This latter activity 
j_ s done by the music ·department. Each year the ~ capella choir and the 
band make tours not only in the state but in a number of other states 
-where the group i.s invited. 
The visits to high schools involve the gathering of the names of all 
seniors and their home addresses. The director codes their interests. 
Later the students receive personal letters giving them an invitation to 
attend College 11 . 11 
Closely tied in with this service is the student employme11t annotmce-
ments. Although College "L, 11 as the president relates, is not located in 
a town that offers student employment outside of the college, plans are 
made to employ as many students as possible in campus jobs. These jobs 
include work on the farm, in the dairy, and in the buildings, assisting 
custodians, and the like. The president believes that he should provide 
as many jobs as possi.ble for these students. They would otherwise be un-
able to attend college. The president cuts down on full-time help in all 
areas where he can supplement with student labor. 
. 
Other services are band clin:ics and busi1'1ess clinics. The band clinic 
draws student bands from several area high schools. The purpose of the 
band clinic is to improve interpretation of music. The local band direc-
tor i.s assisted by a visiti.ng band conductor. The business clinic has as 
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its purpose the creation of greater understanding in the minds of business 
men, women, and business majors relative to the role which small business 
will assume in the economy. The theme of the 1958 clinic was "The Future 
of the Small Business." The clinic is largely attended by the business 
department majors and business men of the town and surrounding vicinity. 
Another special service is provided by the extension division, which 
last year offered sixty-four classes in Oklahoma City. 
College 11111 also has an active placement bureau. 
!~ Services 
The secretary of the alumni association edits a six-page tabloid 
newspaper, which is published qu~rterly. Interest is generated in alum-
ni activities through College "L" clubs located in various cities of the 
United States. Some of these cities are Detroit, Kansas City, Chicago, 
and Los Angeles. Alumni in these cities occasionally contribute scholar-
ships. The alumni loan fund was established to make available certain 
funds for the purchase of books, supplies, and other incidentals. The 
association offers three scholarships to students with highest averages. 
Fund-Raising 
Fund-raising is engaged in only indirectly. The College 111 11 clubs 
comprise the only fund-raising activities of the college. 
Publications 
Publications :i.nclude the college, newspaper, which i.s also the alumni 
publicat:lon, the college annual, and letters to alumni and persons inter-
ested in College "L. 11 The commerce teacher at College 11111 edits the 
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college newspaper and is responsible for duplication of letters to be 
sent out about the college. The vi.ewbook is prepared by the public rela-
tions director. She is also in charge of the yearbook. 
The Public Relations Director 
The public relations director has had no experience in journalism 
or newspaper work of any kind. Her only writing function is an occasional 
news release. She has the bachelor of arts degree from College 11111 and 
the bachelor of laws degree from a state university in Oklahoma. In 
addition to her work wriM.ng news releases, the director travels over the 
state visiting high school seniors and discussing wj.th them the advan-
tages of attending college. She keeps records of her activities and makes 
follow-up contacts w5.th prospecM.ve students. 
Strengths and Weaknesses 
The public relations program at College 111 11 has obvious strengths 
and weaknesses. Both circumstances can be attributed to the ne-w director, 
her inexperience and her enthusiasm, and the reliance of the president UP-
on too few services that admittedJ.y have been successful. Enthusiasm 
buttresses inexperience and overcomes to some extent an over-all lack of 
understanding of the full sweep of public relations for higher education. 
The president is enthusiastic about certain practices engaged in by the 
director, and he continually supports certain components of his program 
that have been successful over a period of years. He is especially proud 
of the~ capella choir and the band. The tours made by these two groups 
constitute the college I s most important external contacts for the college. 
He is also proud of his convictions in regard to the employment of 
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students. These elements make up his program in public relations. The 
strengths at College 11111 are: 
(1) The president's awareness of traditions that he deems important 
to public relations: the~ capella choir, the band, and employment of 
students. 
(2) Enthusiasm of the di.rector: her desire to make contacts with 
prospective students. 
The weaknesses at College 111" are attributable in part to certain 
emphases established by the administration. The president's concern with 
only limited practices in the public relations program. over a period of 
years has caused other important programs to suffer or, worse, never to 
be instituted. Publicity is attempted by a person who has had little if 
any training in journalism and who has had extremely limited experience 
in press relations. The director, who had been in the limeli.ght of the 
public at one time, has yet to be able to place others or the institution 
in a light which would be necessary to College 11 ." Instead of developing 
a strong program in publicity, she gives time to field work. Field work 
is a slow process when so much more could be done through the mass media. 
The director at College "L" perhaps needs to understand the importance of 
news sense. She should be able to direct the affairs of the college news-
paper and alumnl activities, over which she has little or negligible con-
trol. These basic weaknesses, inexperience and lack of training in 
journali.sm and press relations, can hardly be overcome by spending time 
visiting high school seniors in nineteen hi.gh schools. The weaknesses at 
College 111" are: 
(1) The lack of the necessary experience and education of' the direc-
tor for doing the important work as a ~ublic relations director. 
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(2) Limited special services. Extension classes are about the sum 
and total of this important program. With the exception of on-campus 
clinics, which are departmental !'.unctions, these classes make up special 
services. The program is wholly inadequate. 
(3) Lack of a program for alumni. The sending of the college news-
paper to former students four times a year is hardly adequate information 
for these important members of the college family. A few isolated 
clubs contribute at best only a handful of dollars for scholarships. 
These clubs are more for prestige, without the important wherewithal that 
incites donors for worthy purposes. 
(4) La.ck of planned fund-raising activities. There is no program in 
fund raising. A few gifts for purchase of books for students and approx-
imately five tuition scholarships comprise the program. The president 
firmly believes that it is better to supply work which is provided by 
state funds than to expand a scholarship program through fund-raising. 
(5) Lack of coordination of publicati.ons. This weakness has been 
discussed. The director does not have experience or background for this 
important part of the public relations program. The college yearbook 
and the college newspaper are under the sponsorship of other members of 
the faculty. 
The. entire public relations progl;'am is virtually ineffective. This 
ineffecti.veness is attributable to lack of organization of a complete 
program. 
CHAPTER VI 
THE INSTITUTION • • • COLLEGE "S" 
College "S 11 is located in a reasonably prosperous diversified farm-
ing section of the state. High schools in the twelve-county area are 
small, with the exception of two, which are located in cities over 
tvJenty thousand population. Not far from the state line, the college 
offers some inducement for high school graduates from the neighboring 
state. 
The college campus now stretches over some fifty-eight acres .of 
land. The campus proper is dotted and lined with beautiful magnolia 
trees. These plants were brought from Mississippi tvJenty-five years 
ago. Continual landscaping of the campus and care of these plants have 
provided the college with beauty that it otherwise could not have had. 
The college was established by authority of an act of the legis-
lature in 1909, ".An Act Creating ------ Normal School." The pur-
pose of the school as indicated by a current catalogue is as follows: 
------ state college aims to help every person within its influence to attain a full, rich, and satisfactory individual life, to 
perform with competence a socially useful vocation, and to asstm1e the 
privileges and responsibilities of a free man and good citizen in the 
American Democracy •••• The primary and major purpose is to train 
teachers for the public schools of the state. The secondary purpose 
is to provi.de general education, preprofessfonal training, and voca-
tional educatfox1 for students ,r.rithi.n the region of the college who do 
not intend t.o be teachers and i.Jhose needs can be met by an optimtU11 
ut:i.lization of the faculty and resources required for teacher training.,, 
,,~From the 1957-59 regular tmdergraduate catalogue. 
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Thus summarized, the college claims to exist for four purposes: 
(1) Teacher training 
(2) General education 
(3) Preprofessional traj.ning 
(4) Vocati.onal education. 
The college also has an elementary school for training teachers .. 
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This school had formerly been :i.n direct control of the college, but now 
its supervision is under the superintendent of the city system. The pres-
ident stated that the school was subsidized by the college to assist in 
its being maintained as a model demonstration school. 
College"$" had 1~200 students enrolled for the 1958 summer term. 
The spring term of 1958 had some 1$500 students enrolled. 
Institutional Awareness of Public Relations 
The president of College nsn has devoted some thirty-three years to 
public school and higher educatfon. Most of these years have been in 
administrati.on. The president said that experience in administration of 
public schools, more especially that of superintendency, uniquely adds 
to the qualifications of a college presidency. Except for three years 
during World War II the president of College ••s. 11 has been a public school 
supervisor, school superintendent, a college dean, and president in that 
order~ He was dean of th~ coll~ge for fourteen years before assuming the 
presidency at College "S .. 11 He has been president of College ns 11 for six 
years. During this total of twenty years he .has es~ablished an integrity in 
the area and immediate community. This integrity has been an essential 
facto.r of his public relliltions awareness .. The necessity for his having 
meeMngs with groups, boards, and faculty and student groups in the 
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college and in the community has been a contributing factor to public re-
lations awareness. The president said that, if an administrator is 
successful, he develops of necessity a public relations awareness. The 
president has served his community in many ways. His influence has 
reached throughout his district. His services to the community and the 
area include his being a member of the board of directors of the Chamber 
of Commerce, chairman of the board of stewards for his church, president 
and district governor of Lions International, and chairman of community 
chest campaigns. 
He has fostered institutional awareness of good public relations by 
"treating those people ri.ght who have been here a long time, 11 by encour-
aging "every person at this college to be part of the public relations 
team, 11 and by pointing out that an attitude overtlY expressed by any per-
son connected with the institution "can hurt or help public relations." 
As a testimony of his role in institutional awareness, the following 
statement was made: 
It is our plan here to eventually secure a trained person to be in charge 
of our public relations program with the status of a full-fledged admin-
istrative officer and that all of the activities which might be termed as 
public relations ·should be under 'his direction. 
He stated that his ideal administrative divisions are as follows: 
1. Personnel (student, guidance, etc.) 
2. Instruction 
3. Business management 
4. Public relations 
He said further that, if his institutional public relations aware-
ness were better expressed, the following areas would receive more atten-
tion: adult education, extra-curricular activities, a greater variety 
of programs on the campus where the public would be invited, and more 
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emphasis on follow-up and contacts with the graduates of 
state college. 
In summary, the president of College "S" has publicized his own in-
stitutional awareness for public relations by example to faculty, students, 
and communi.ty. He knows that awareness to public relations :is a necessity 
for any success in administration. 
Objectives 
It is the purpose of the college public relations program to present 
to the people of this area of Oklahoma a story of the facilities of the 
college, the personnel, the activities, and accomplishments. 
1. To .establish good relations with the people in the area 
2. To attract students 
J. To report news 
4. To develop a good reputation for the college. 
Budget 
There is no separate budget for the public relati.ons activities of 
the college. Public relations activities are budgeted under various de-
partments and under the administration.. For example, photography, which 
serves publicity, is budgeted in the photography department. Only the 
yearbook has a separate budget. 
The Public Relations Program 
The duties and responsibi.lities of public relations are divided in 
several ways, with certain gaps, which the president admits. The wei.ght 
of the responsibility rests with the publicity department: publishing 
the college newspaper, preparing of publications for special· use, editing 
the college yearbook, which is distributed to high school libraries in 
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the district, and the news releases for various mass media in the district. 
The president assumes leadership in face-to-face relations, both on the 
campus and off the campus. 
Publicity 
Publicity is directed by personnel including students, who handle 
the college newspaper. The personnel of' the publicity department includes 
the director and apprqximately six students. They carry out the news 
dissemina. !iing function, the production of the college newspaper, and the 
college yearbook. 
The director has the bachelor of arts and master of arts degrees 
from the state university. She is an English major. In addition to the 
publicity and sponsorship of the two student publications, she is an 
assistant professor of journalism and teaches two courses in journalism. 
She is chairman of the standing committee for publicity. Other college 
committees which supplement those of the director are president's council, 
academic council, advisory, admissions a:nd schedule, athletic, broadcast-
ing, faculty insurance, faculty studies, faculty research and instruction-
al studies, Fifth year, health service, hospitali.ty, scholastic honors, 
and teacher placement and follow-up. Although not any of these committees 
as such has direct relations to publicity, they are administrative divi-
sions that have duties b'f' communicating important functions to groups on 
and off the campus. 
The college newspaper. The college newspaper has a three-fold pur-
pose as an informing medium. First, it is a campus publication designed 
to inform students and faculty; second, it serves as a public relations 
medium; and third, it serves as a newsletter to alumni over the district. 
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As an instructional mediwn it serves as a laboratory £or students. The 
paper s:erves a public relations function as the local newspapers and 
radio stations secure news items directly from the publication and use 
of them. The college weekly is not print,ed at the college print shop, but 
in a downtown printing establishment. 
Publicity methods include the sending of news releases to some 
thirty different newspapers, along with a few occasional releases to 
radip. The newspaper, therefore, is the one mediwn which receives con-
tinuous news from and about the college. In addition to news reieases, 
the director writes occasional features. These features a.re slanted 
for the state newspapers, usually in the magazine sections. Another im-
portant publicity method is the sending of news items about st~dents to 
home towns. 
Another form of publicity that the college has used was paid adver-
tising in dtstrict papers. Display advertisements had been bought for 
adverti.sing the openi!J,g of the school "/ear. The director said that be-
sides the expense of this method, there were some objections voiced by 
the local media. This was finally abandoned completely. 
As additional public:lty :f.'or the collage, the yearbook is ;Placed in 
most of the high school libraries in the district. The yearbook, inci-
dentally, was the third job added to the director's load, along with 
teachi.ng. 
In order to intensify the importance of special events to be held 
at ~he collage, the college newspaper w.as published "extra•i and sent out 
into tp.a district. The mailing list now has some 1,800 names. 
The publicity department has space in three rooms for five type-
writers, several desks for typewriters, and tables for layout work. The 
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offices are located in the student union building. The director has an 
inner office, and telephones are available to the publicity department 
workers. 
Need of helE. One phase of the publicity work is suffering. The 
athletic publkity problems continue to mount. The director is unable to 
set up satisfactory communication with the athletic department. She 
usually assigns a male student to handle publicity, but this has not 
proved satisfactory. The di.rector said she was not sure how this prob-
lem will be solved, unless additional full-time staff is offered for the 
department. 
The director frequents the president I s office almost dai.ly to get 
news for release. This supplements or overlaps the reportorial ,s1ork done 
by students for the college nm.Jspaper. 
Advantages of :ehotography. Offsetting certain disadvantages else-
where in the publicity department :is the "efficient" functioning of and 
cooperation with the photography department that cooperates with publicity 
workers. A working agrec~ment between the photography department, the 
publ:i.city department, and the college newspaper makes it possible to 
better serve the district, newspapers. Student photographers are on 
assignI!lent by the photography depart111ent and on call by the publici.ty 
department at all times, the dfrector said. 
Fund-Raising 
The president said that the Chamber of Commerce in the city where 
College 11 311 is located each ;year raised the sum of' ~~8,000 for scholar··· 
ships for freshmen, This amount supplements the board of' regents fee 
waiver scholarships. The president emphasized that the community 
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appreciated the esprit de rn~- of College 118." 
No other campaigns are conducted for funds by College "S. 11 This is 
not to say that the members of the college administration or staff must 
assist in any way with the fund raising campaign for the scholarship 
amount raised by the Chamber of ColllDlerce. 
Special Services 
Special services in the public relations program·is supervised by an 
associate professor of education, who is director of visual education and 
who is also veterans' coordinator. His title in this function is director 
of interschool activities. These include those activities held on the 
campus each year, $Uch as the vocal music and band festivals and the 11old-
fashioned track meet 11 (track and field events and academic contests for 
high school students)~ The director of these services is also in charge 
of the film library. 
Extension work is directed by the registrar. 
The P.lacement service. Only in recent years has the president as-
signed placement work to his offic~ secretary. In so do1ng the president 
is of the opinion that he will have opportunity to meet alumni who will 
be seeking positions. Since the president's secretary is also the alumnj. 
secretary, the president can readily be informed of all activities. He 
believes that it is good public relations for him to look carefully at 
the possibilities for making cont:i.nuous acquaintance with the aluim1i. 
This practice, however, has certain limitations, which he admits; conse-
quently, he does have plans for a more effective organization of alumni. 
Even with additional alumni activities, he can continue to keep place-
ment as a special service near him, at least in his secretary's office, 
... ' 
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which is next to his. 
The Alumni 
At present two annual functions permit alumni to gather and renew 
old acquai.ntances at College 11S." These events are homecoming in the 
fall and the annual teachers meeting in the spring. Otherwise, a mini.-
rnal program is in operation at College 11S. 11 The president stated that 
all correspondence is carried on by his secretary. The college does nqt 
have a newsletter, although plans for the future include better integra-
tion for alumni and the college. The collage newspaper, however, does 
serve as an inform:111.g medium to some l,SOO al1.,1.mni. There are at present 
no ooun.ty orga11hat:!.ons to promote alumr.d :l.nterest. 
The president stated that a good organization 0±1 the alum.11:1 is 
needed for two l"iH.~onl!I: one, for influence w:t. th the leghlm. tm."'e; and 
two, fo~ reoruitins good 1tudents. 
At present mn oooadox,.~l 11110.:f.'let or general broohtu•e ~,I! prh1.ted, 
Thrn d.i:t"®Otor l!.11~.~1 thmt the stat1il'I ram:ante fo:i." tho colle;o; had 1::i1;1.w1sed a 
r\.ilins two 1@15\:l."!ll i;o t!.'ui.t mll p:romotio1?.al pi~oll?ls would 'be ~.u1.,,ed from a 
oent:ral o;~f :h·11'1h But thi I y1u1.:~ th:!.. I!! lll;}"lil'bem. 'Wl,'H\I d:!.1oont:1.:nuiad, Th@ d:t:t.~ao ... 
tor h~.d net 1,r!!!par@d Ii\ l!l'l.'ltll.m@:r 1,1.,lletin. Sh@ Hid th1Rt tl'l@ prr1u@nt !IJU.m .... 
m@:r bull@tin had. been 1:iHpm:r1d ~.n hf.ate 1it11d, th@r@fare, was not of the 
1.u1,,utl gy1.ali.ty, Th; direoto:r 1a:td that prepa:i."':!-ni of sp@oj,lll.l pu.l:il:toaticn>1s, 
,o.® p:romotioi."l. l®1~fl~t1:1 o:r 'broohu.~@lil, wa1 of li.lp@o:h.l :11'!.t®l"@~t to her but 
th~,t 1~rernent dt.i.ti1,ua1, wh:toh inolud@ pu'bl:!o:!.ty r~lea1111,;, th® oollose news,., 
paper, a11d the ;11'®(;1.rbook, permit lim.1 ted tim@ for ooneentratin!J on the ~is 
publications. 
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The college yearbook is published by the journalism students under 
the supervision of the faculty advisor. The editor is chosen by the 
student senate with approval of the publications advisor. The yearbook 
is a part of the function of the public relations department. Students 
defray costs of the publications. The cost of pictures is defrayed by 
the college, however; and since the yearbook is done by the lithographic 
process, the cost is not at all prohibitive, the director said. The di-
rector emphasi.zed that many more pictures could be used because of the 
low cost to the college and to the student. The college photography de-
partment ~oes all the picture work. This particular work is not budg-
eted. 
The Director of Public Relations 
The plans of College "Stt do not provide for the title of director 
of public relationso The college does have, however, a director of 
publicity, or director of publications. The director holds the B. A. 
and M. A. degrees from the state university. She has had three years 
of newspaper experience, having been children's and women's editor for 
the Richmond (Va.) Dispatch. Her work requires careful supervision of 
three aspects of a public relations program. All of the three are 
important to a public relations program. In addition to her regular 
reporting experiepce, she has been a free-lance writer, and at present 
she writes features that a.re publi.shed in the state papers. They usu-
ally appear in the magazine section. Many of them are about the college 
or related in some way to the college or to persons connected with the 
college. Except for spreading her work rather th1.n in sponsoring the 
cullege paper, her direction of the yearbook, and handling the publicity 
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program, she stated that she feels that her work is satisfactory at 
College 113. 11 Thus her work is also divided between administration and 
teaching. 
Strengths and Weaknesses 
The president because of his long years of experience as a publi.c 
school administrator feels that he has except:i.onal awareness of good pub-
lic relations. He has exercised his awareness in community service, 
which is a strength at College "S. 11 The results of the president's per-
sonal efforts is the achieving of good relations in the community where 
College "S 11 is located. The returns for the president 1 s influence in 
the community have been a large number of annual scholarships for students. 
The scholarsh1.p .funds have been raised by the business and professional 
people of the community and the civic clubs. Thus this strength in admin-
istration, the personal efforts of the president, has affected the achiev--
ing of objectives for the institution. He stated in the interview with 
the writer that he would prefer a direc·~or of public relations if he could 
f:i.nd the right person -who could handle all phases of' the program. Thus 
the president is clearly aware of the weaknesses at College "S. 11 
Each program at College 11S11 will of necessity be considered weak, 
although some strength is eviden·t. 'Weaknesses are: 
(1) The college publicity program could be strengthened. The pro-
gram at present is directed by the sponsor of the college newspaper and 
teacher of journalism. Although this at first appears appropriate, the 
weakness lies in the .fact that this person must divide her abilities over 
some three or four areas. She writes the news releases only when it is 
deemed necessary because of the pressure of the occasion. She adds some 
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strength to the function through the use of pictures which the photography 
- -
department supplies. The constant stream of publicity releases so neces-
sary to a good program is lacking. Perhaps a full time assistant, qual-
ified to assume writing duties and managing function, would relieve the 
present weakness. Added to the publicity burden also is the ever-increasing 
volume of sports reporting and brochure creations. The director admits 
she should have help in this area. The publicity program, therefore, 
needs volume, more thorough coverage of the many curricular and extra-
curricular events of a growing college. 
Many of the recommended practices are lacking or weak. Those consid-
ered weak are fund-raising, alumni services, special services, and publi-
cations. 
(2) Special services are in need of coordination with the central 
public relations office. Present attention given to on-campus events 
such as athletic contests and :interscholastic events should be directed 
by the central office instead of being farmed out to the maker of news, 
not the disseminator and planner. If. special services were tied in with 
public information functions, it would be an easy matter to prepare some 
essential publications to expand the special_ services. A speakers' bur-
eau publications could improve this function, now somewhat neglected at 
College ns.n The guidance and testing services could be coordinated under 
special services. The booking of' various important educational conferences 
would be appropriate under special services. Radio recordings or kine-
scope service are within the realm. of service that is not no'W touched. 
Placement service could be stepped up; a publication reporting facts of 
this service w:ith f'ollolJ-ups en graduates seems to be needed. 
(.3) Fund-raising consists of voluntary activi.ty by civic groups 
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referred to above. No campaigns conducted that normally come under fund 
raising are conducted. Perhaps more special contacts should be made 
through alumni for fund-raising. This can be done through direct mail 
and the college alumni publication, a newsletter, or a magazine. 
(4) Alumni services consist of meetings t-wice a year. There is no 
consistent communication or correspondence with alumni to encourage more 
speaking and acting for the institution. A newsletter is badly needed. 
Present homecoming celebrations are helpful but inadequate. More personal 
contacts, perhaps through a field representative, would be feasible. 
There is no full-time secretary. 
(5) Publications are somewhat neglected at College 11S. 11 The usual 
necessary publications are published with some difficulty. More publi-
cations on special events of the college, brochures in regard to depart-
mental offerings are needed •. A general information booklet is needed to 
relieve the shortage of the college catalogues, which are expensive to 
send through the mails -with every request about the college. No publi-
cat:i.on provides for faculty expression. Catalogues of film services, 
the speakers' bureau syllabus, and handbooks are all needed at College 
"S." 
These weaknesses could be relievedpossibly by recognizing a divi-
sion of labor among those essentials .which are necessary to a good pro-
gram of public relations and by giving a director authority to coordinate 
the over-all.program. 
CHAPTER VII 
THE INSTIT'!ITION • • • COLLEGE 11011 
Located in the .. environs of a metropolis but in a small incor-
porated town, College "C" has experienced the phenomenal growth in 
student population matched by few colleges. During the nine-yeal" 
tenure of the college president enrolment has shown an increase of 
145 per cent. The 1957-58 figure was 2,683. The president attri-
butes this growth to the proximity of the nearby metropolitan area, 
the high school graduates of which gravitated to the small town state 
college, where costs are lower. Opportunity for personal attention is 
also a prime consideration. Other causes, undoubtedl;r, are associated 
with the program of the colleg·e, with the college faculty, with the 
college curriculum, and with the college publications program. The 
thirteen-county area served directly by the college has a relatively 
high population. The four important purposes of the college are to 
serve the youth in the area by providing general educat1on, teacher 
training, liberal arts education, and pre,-professional training. The 
primary purpose is to train teachers. 
Institutional Awareness of Public Relations 
The president is aware that the major problem of the college is 
that it has been caught between the Scylla of large student numbers, 
desired by many colleges, and the Charybdis of inadequate housing and 
instructional staff. The student-teacher ratio is high. Conversely, 
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the per capita cost for teaching and serving the student population is 
the lowest in the state system of higher education in Oklahoma. The 
institution had seventy-five full-time faculty members in 1957-5S. 
For the following year College 11011 will have fourteen additional teach-
ers who may alleviate to some extent the present heavy teacher load. 
Despite this obvious difficulty and hardship placed upon college teach-
ers, the president indicates that there is some relief in sight, that 
problems are being solved, and that strong efforts have been exerted to 
get the best possible personnel and faculty for new positions. Although 
the president has attributed the growth of the institution to obvious 
reasons, careful observation and inquiry appear to point to a policy of 
informing the public of the aims of the institution and its needs and 
the achievements of individuals who receive their education at the col-
lege. The informing of all the people of the area and of other portions 
of the state about the many functions and achievements of the college 
has been accompli.shed by an efficient publications program, which in-
cludes publicity through the use of the present-day mass media, chjefly 
newspapers. The informing function of the institution has reached its 
present profici.ency during the past five years under a director of publi-
cations. 
Ehilosoph,y 
The philosophy of the publi.c relations program of the college is 
concerned with "institutional conduct;" that is, all activities that 
the faculty, staff, or students would engage in that would in any way 
influence the public's opinion of the college are involved in this phi-
losophy. Certain broad principles of the public relations program 
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include attracting more able students, gaining and holding friends for 
the college, and increasing prestige and appreciation for the college. 
Objectives 
Specific objectives have been stated as follows: 
1. To keep the public informed of the college's activities, 
growth, and needs through adequate publicity. 
2. To keep teachers and students informed through various media. 
J. To serve the alumni group through publicity and specialized 
publi cations. 
4. To attract new students. 
The budget. Varying arrangements of the budget have been made to 
meet needs of the publications. Under separate budget handling are 
the photography activities, the yearbook, and the college newspaper. 
Since several students work in publications, their help is budgeted with 
the publicity department. The director stated that for the following 
year all the public information services would be budgeted together, 
a trend toward better business at the college. 
The Public Relations Program 
The publications program at College 11C11 is divided into five major 
functions: the college newspaper, the yearbook, publicity, photography, 
and announcement bulletins. The yearbook and bulletins will be dis-
cussed under a section on publications. 
Publicity 
Publicity functions take the form of the prepared news release, 
which is mailed to selected newspapers and, in all cases, delivered to 
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the local town newspaper. Only in emergancies are news items "called 
in" rather than written for a news disseminating agency. The college's 
publicity includes only news releases that have local interest. Only 
occasionally will stories be written that will be sent to a large number 
of the mass media. Experi.ence has proved to the director that mailing 
en masse to the various media is not wise, since much of the material 
is not printed or used by the media; thus waste of time and effort is 
avoided. The feature story has proved successful at College "C. 11* 
Disseminating~~· The method of gathering news for the mass 
media at College 11011 is similar to methods used by newspapers. Students 
who are working on the college newspaper staff have a regular beat on the 
campus. They inquire from certain persons in the various departments; 
they obs~rve the calendar of college activities and make advance reports 
for the college newspaper. These reports feed the publicity office. 
In addition, the assistant director of publications, who is charged with 
handling news releases, follows a practice of personally calling on per-
sons in the departments. They provide news or suggest features about 
students. The publicity director writes the news story or feature and 
prepares for delivery, usually by mai.l to the ne-wspapers, radio stations 
and television stations. 
The publicity director sends news releases to home-town newspapers, 
the local newspaper, and the metropolitan newspaper. The home-town 
newspaper has news of interest about local students. The town newspaper 
carries advance notices of events on the campus, and follow up reports 
itThe president related an instance of two of the outstanding art 
students who had been overlooked by the publicity department. This was 
brought to the attention of the department, and consequently a full 
length newspaper article resulted, which was used by two of the state's 
newspapers. 
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of campus events. The state newspaper carries newsworthy events about 
people and those stories of more than local interest. All releases are 
sent to the state editor. Any unplanned news will first serve the local 
and the state newspaper in that order. The director of publicity said 
that releases emphasize news and .features of achievement of individuals 
and sports in season. The publicity writer stated that much time is 
given to searching out certain college activities that would merit han-
dl:i.n_g by the news media. He must be constantly alert to "news angles." 
I 
Some publicity of'.f'i.ces in colleges and universities have had a 
problem in centralizing all news releases. This has not been true at 
College 11 C. 11 The president has established the policy that all news be 
handled by the college publicity office. With this principle established, 
the various news media call upon the college publicity office for news 
or feature reports. 
The publicity department recently has installed a photo-engraving 
machine.if One of the uses most popular is saturating the small news-
papers with immediately useable plastic cuts** of local students. The 
local newspaper also makes use of the machine; thus the cost of opera-
tion for the college is lowered. 
Importance 2f. photography. Photography plays an important part in 
the publications program at College 11c~n All brochures, bulletins, the 
*The trade name is Fairchild Scan-a-Graver. This electronic device 
prepares plastic mats for reproduction in publishing and for newspapers. 
This machine can·be ·1eased by newspapers or educational institutions. 
If publishing volume is sufficient, the machine is a valuable adjunct to 
publicaMons. The cost for the engrav:ing machine i.s $147 a month for 
eight months; an 80 per cent reduction is allowed for the four remaining 
months. The director said that the machine is proving satisfactory. 
**A cut is a plate made by use of camera and sensitized zinc plate 
or by the photo-electric needle process of the Scan-a-Graver to permit 
reproducing of an im~ge. 
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alumni newsletter, the colle f!f3 newspaper, and the yearbook make use of. 
pictures that are produced in the darkroom of the college. The photog-
raphy course and the production of pictures are under the immediate 
instruction and supervis:i.on of the director of publication. 
The college newspaper. The college newspaper, printed weekly, is 
designed to inform the students and the faculty of past. and future events 
on the campus and provide features that record human interest and tmusual 
progress of the college proper. The paper is distributed once a week 
on the campus free to all persons. Some copies are mailed for a small 
subscription price to other colleges or to persons off-campus by special 
request. The newspaper is sponsored by the director's full-time assist-
ant, who also produces pubiicity copy and teaches a course in journalismo 
The newspaper is considered by the president and the director as one of 
the most important informing meaia of the college. 
Special Services 
On-campus servi.ces at College 11 cn have been changed recently. Dur-
ing past years public relations included plans for many events on the 
campus that were designed to attract high school seniors. At College 
11011 there is, for example, no longer a senior day. The present policy 
is more sympathetic to school superintendents who experience considerable 
difficulty in arranging for visits to the college. The professors at 
College "C" now do not have to dismiss classes to entertain visiting 
students. But now, after a change in policy, the president said that 
more than fifteen high schools voluntarily send pupils and sponsors 
each year to the campus to see what college is like. There is no cam-
paign to recrui.t students at College 11 C." The reasons for this are 
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t-wo-fold. One, College "011 cannot house them or instruct them all. 
Two, College "C" has, as its policy, the telling of the story of higher 
education in general, not just College "C." These are modern vie-ws in 
public relations for higher education. The story must be told contin-
ually. 
Off-campus services. Off-campus services continue to be in high 
favor. The college has named a liaison person for each of thirteen 
neighboring counties. These faculty persons are made available to sen-
iors to interpret college to them. The president said that discussions 
-with the seniors told the advantages of going to college but not neces-
sarily of College 110. 11 The representative may leave a schedule for 
interested seniors. Seniors are invited to the campus only if they are 
interested in attending College nc." 
The correspondence studies provide one of the more extensive ser-
vices of the college. Each year more than 800 teachers earn a special 
cerMficate or degree. One fourth of the total credits for a degree 
can be earned by correspondence. 
On campus services. Two other special services.tend to integrate 
town and gown. Each year free concerts are provided. A mass Christmas 
program is held annually on the college campus for citi.zens. Attendance 
is by individual invitation. Emphasizing service, the college adminis-
tration selects some thirty outstanding freshmen each year for fee -waiver. 
This is sponsored by the state system of higher education. To encourage 
better students to attend college, some of the members of the vari.ous 
department13 write letters explaining the advantages of college and ex-
tending a special invitati.on. 
Communit;z relations. The president of College 11 C" has very definite 
ideas about community relations. For example, he stated that advertising 
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has never been soli.c:i.ted by the college from the town's business men. 
The present policy does permit, however, the local business man to 
ncall in" or place an advertisement in the college newspaper and ath-
letic programs. Another policy the president believes to be good pub-
lic relations is the faculty's moderate assumption of civic leadership 
in the community rather than all-out office-seeking. At present one 
faculty member is president of a civic club. The college president 
was formerly president of Rotary in his communHy. This view of public 
relations with the town :i. s held by other college presidents, especially 
where the college :is located in a small town. College faculty and ad-
ministration sometimes purposely refuse civic honor plums. 
In addition to reminders in the newsletter to alumni to contribute 
to the scholarship fund, twice a year letters are sent out by the 
president requesting support. These letters bring in an average of 
!Ji;2, 000 a year. Now that many alumni have been recipients of scholarship 
aids, letters will be sent to them requesting thei.r support of the plan 
that helped them. The college earmarks two dollars of the graduation 
fee for one year's membership in the alumni association. An alumni 
office records all receipts, keeps names and addresses up to date, and 
keeps records of alrnnni activities. These dut,ies are· performed by a 
faculty member. 
An alumn:i secretary handles all the alumni affairs of the college. 
She :is a part-time secretary who also has faculty status. As an alumna 
of the college she keeps the minutes of the alumni board meetings, 
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handles all correspondence resulting from inquiries, and receives news 
of alumni in the field. The news from the field is written and passed 
on to the editor of the newsletter, a monthly tabloid. The newsletter 
is mailed out to approximately 4,000 alumni. This four-page printed 
sheet carried progress of the college, reports on new faculty members, 
and losses or changes of faculty members, an honor roll of contributors 
to the scholarship fund, a letter from the alumni president, a letter 
from the president of College "0, 11 a calendar of future events on the 
campus, and sports news. Although the publications director has some 
supervision of the publication, a local alumnus is usually editor. At 
present a faculty member's wife edits the publications. 
The president of College 110" believes that continuing communication 
and servi.ng of alumni of the institution is one of the foremost i.mportant 
public relations functions of his institution. Also, alumni comments, 
he believes, are one of the most important ways to appraise the relative 
effectiveness of the public relations program. The present 
Alumni Club has organizations jn a number of principal cities over the 
nation. 
The Publications Program 
In many programs the publications easily comes under the publicity 
functfon, especially since most publications are designed for publicity 
and promotion. At College 11C11 the publications function is operating 
fully. This has come about because of the tie-up with the prjnting 
department which has developed within the last five years. 
~ general bulletin and college catalogue. Several types of bul-
letins are produced. The chief one among these is the general bulletin, 
which is publi.shed annually. Other bulletins are specialized by 
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· departments or workshops. Among these are "A Girl's Eye View of 
_," the correspondence bulletin, a high school events bulletin, 
class schedules, the calendar, and enrolment and athletic brochures. 
Other publishings are the college letterhead stati.onery and the summer 
school broadside bulleti.n. 
The college catalogue, published under the direction of the dean of 
the college, is considered by many publications directors to have public 
relations value. This is the only publication at College 11 011 that does 
not receive attention by the publications director. 
Printing the J2!!blications. All writing and illustra..tions ultimately 
find their way to the printi.ng department of College no. n The physical 
arrangement of printing facilities in relation to the college newspaper 
and the publications office is quite convenient. Under the same roof 
these functions can be adequately supervised with maximum efficiency, 
the director said. The publicity function is also carried on in the 
same building. The director is chairman of the printing in order that 
plans can be made ahead of time for all printing jobs, the director 
said. Meanwhile, supervision of this printing production supervision 
will add to the responsibility of the director. Also under this arrange-
ment matters of priority of certain printed pieces can be decided by the 
director without burdening the president for a decision. 
All printing is done on three different types of presses: a flat-
bed for the newspaper, an offset for certain leaflets, and a platen for 
small jobs. The department owns two typesetting machines. vfuen planning 
instructions and production in printing, the pri.nter was especially care-
ful to avoid conflict of instruction with production. This is a problem 
in many institutions that have printing curricula and responsibilities 
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for production of publications. At College "G" there is instruction 
only on Mondays, Wednesdays, and Fridays at three until five o'clock. 
The printing department will make use of the services of three full-
time printers in the following year, the director said. This will en-
able instructors to offer courses in printing for industrial arts 
majors and also permit the publications program to be increased. 
Plans for publications expansion. The director plans for a follow-
ing year the teaching of enough journalism for a major field. He states 
that the purpose of the major in journalism is to train high school 
teachers in the field. Present courses are news reporting, editing, 
feature writing, interpretation and appreciation of the newspaper, and 
public relations. These comprise a minor field. This major would not 
conflict with other state institutions that now offer a major in jour-
nalism, the director said. Also, the television industry in the state's 
capital would like to have more trained personnel which this program 
would also furnish. This portends a major community-college venture. 
This program has public relations value, for interested persons are 
joining forces to achieve common goals in communications. 
Plans have been made by the direi:ctor to relocate offices and labo-
ratories for photography, the yearbook, and the college newspaper to-
gether in one building. A photographic studio will be installed. Stor-
age quarters also will be provided. This would allow more physi.cal 
space for the workers in the various areas of the publications program 
and will also gi.ve the director a better planning environment. 
The Director of Publications 
The college has a di.rector of publications, who has both faculty 
status and administrative duties. The director has a bachelor's degree 
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in journalism and a master of education degree from the state univer-· 
sity and has continued his graduate work at another state university. 
Although he has not had newspaper experience, he has been doing public 
information work and organizing all publications activities during the 
past five years. Although his title is director of publications, some 
of his duties involve public relations principles. Working with the 
president, with his own language arts department, and with the varjous 
departments of the college has been of necessity a series of tests in 
human relations. These tests involve relations with persons who have 
been in some doubt about the potential efficacy of a public information 
program. At present all publications except the college catalogue fall 
within the supervision of the director of publications. A measure of 
ability to write, to prepare bulletins, to instruct in the best prin-
ciples of producing bulletins, and to supervise the college newspaper, 
along with the college yearbook, has ben demonstrated. 'When the direc-
tor assumed the present posi.tion, his primary duties were the publicity 
ftmction. During his five-year tenure his duties have grown until now 
he directs five areas that serve the public relations of the college. 
He has gained some confidence of the faculty, who with the president, 
have named him chairman of the public relations committee of the 
college. 
Chairman of Public Relations Committee 
A standing public relations committee consisting of eighteen mem-
bers meets on call from ti.me to time to discuss policy and assign sub-
comm:i.ttees for certain public. relations functions. The dean of the 
college and the president are ex-officio members of the committee. Among 
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the members are representatives from the mathematics, business, print-
ing, science, and English departments. Also members of the committee 
are the deans of men and women and the business manager of the college. 
The director is the chairman of the committee. 
Status of the Director 
The director has the present rank of assistant professor. He states 
that he always will teach journalism, implying that he will not assume 
full-time duties as director of publications or direction of public re-
lations. His present working arrangement is quite satisfactory. He 
has the advantage of teaching students in practical methods of writing 
and preparing publications. Students who have demonstrated i.nterest 
and ability are selected for work in the publications office. At pres-
ent he has a full-time publicity writer, who has been trained in his 
journalism classes. This permits delegation of duties to an assistant, 
who he knows can do the work. This permits the director to give more 
attention to the planning of his publications program. 
Strengths and Weaknesses 
College 11011 has a strong institutional awareness of public rela-
tions, an awareness that has evolved during the last decade. During 
this period the enrollment has increased one hundred and forty-five per 
cent. This enrollment increase is attributed to public relations aware-
ness and good admjnistration. The president also attributed the college 
growth in enrollment to proximity to a populated area in and surrounding 
a metropolitan area. Because the metropolitan area has public informa-
tion medi.a for disseminating information about College "C," it is 
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feasible to believe that this contributed to pubUc relation.s awareness. 
The president of the college exhibi.ts an awareness that he attributes 
to his experience as a public school superintendent prior to his becom-
ing president of College "C. 11 
Strength at College 110" is: 
The publicity at College "C" appears to be the strongest phase of 
the publi.c relations program. The strength of the publicity i.s in its 
alertness in serving home-town papers with personalized news stories 
and moving the news as it happens. The director or his assistant judges 
the scope and the intensity of the news, and the media are informed 
immediately by mail or telephone. Stories are slanted for particular 
media. Another strength is in the delegation of duties. This delegation 
of the news release writing to a full-time assistant permits the direc-
tor to give more attention to long-range planning of the public rela-
tions program. Although personalizing of the news release function 
and delegating of the work has its strengths, it also has its weaknesses. 
Since best publicity methods require a continuous flow of information to 
the media, the personalized treatment may subvert general distributi.on 
to more publics; thus the college image will not be so strong. This 
limitation of service means that fewer media are served, that fewer 
publics understand and appreciate the objectives and policies of the 
college. 
The weaknesses at College 11011 are: 
(1) There is a greater weakness in special services, which are 
directed by a field service officer, who has little connection with 
the central public relations office. A person who has held the title 
of director of public relations specializes in liaison work with high 
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schools, sets up extension classes, and meets with county groups to 
discuss public school problems. There is little coordination with a 
central office of pubHc relations. This relationship hardly achieves 
the strength it would have if special services were more closely tied 
in with public jnf9rmation. The criteria reported jn Chapter II of 
this study suggest that special services be under the direction of 
the principal public relations officer, who is also in charge of pub-
lic information. 
(2) A similar weakness in the public relations program exists in 
regard to alumnj services. There is, however, a public 1nformation 
function jn this phase of the program. A newsletter is prepared in 
the publfo relations office. Informatfon for this newsletter comes 
from the alumni secretary. Planning of speci.al events is hardly suf-
ficient under the present delegatfon of duties at College 11C." Con-
tact with alumni is only through the newsletter, two campus meetings 
annually, and two letters from the president. Some of the alumni re-
ceive the college newspaper. Although informati.on may be adequate 
for alumnj., they have little opportunity to parti.dp,s.te in loyalty cam-
paigns or take p,s.rt :l.n fund-raising. There :ts no alumn:l representative 
suf'fidently act:ive to appeal to super:i.or students \vho would attend the 
college. The present alumn:i representat:tve has opportunity to devote 
but a port:ton of her ti.me to present the a:i.ms, the ideals, and the 
policies of the college to prospecti.ve students. The alumni have no 
tangible objective for giving to :i.nspire them to provide generous gifts 
to the college. This may be lacking because state colleges do not :ln-
clude strong progi·ams of this kind. 
(3) The fund-rai slng program at College 11 C II does not encom•age strong 
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giving of any kind. Once a year the president writes several hundred 
alumni to make contributfons for scholarships, but these alwnni have not 
been encouraged to continue acting and speakh:ig for the insti tuM on. 
Credit could be given for such speaking and acting through alumni honor 
roll lists and the like. The president I s policy has been to ask as 
little as possible from the community in the way of funds for scholar-
ships or funds of any kind. 
(4) Publications at College 11C11 are limited to a few necessary pro-
motional pieces. No program is carried out that allows for faculty ex-~ 
pression as d1scussed in Chapter II. Little has been done in the way 
of surveys designed to get opinion of high school counselors, principals, 
and advisors. The director of publications has made one survey to find 
out opinions of workers in public relations at other colleges. The col-
lege catalogue, an occasional picture bulletin and departmental brochure, 
and workshop promotional pieces form the bulk of publ:icatfons issued at 
College 11C. 11 Although the necessary publications at College 110 11 are 
issued with adequate regularity and quality, other contact publicatfons 
could be devised for special publics. One of the :important publications 
that could be issued at College 11C11 is a speakers' bureau syllabus. A 
hi.gh school events bulletin j s i. ssued annually, but more at tent.ion could 
be given to the purposes and needs of addiMonal publications at College 
"C." 
The director of publications at College 11C11 is in a difficult posi-
tion. He faces the task of coordinating the fi.ve services of the college, 
which are now divi.ded among a half-dozen persons who have limited expe-
rience and education for the important work of public rela tfons, Hj s 
greatest latitude as a worker wHh authority is in the publicity funct:bn. 
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He is perhaps limited by his title of director of publications, notwith-
standing that some of his duties overflow into several phases of public 
relations work. Considerable leadersMp will be required to coordinate 
the various phases of public relati.ons at College 11C. 11 
CHAPTER VIII 
THE INSTITUTION • • • COLLEGE "E" 
College "E" is located in an oil town with a population of approxi-
mately 18,000. The city is surrounded by an eleven-county area rich in 
soil, cattle, and oil. The cities for the most part are small as are 
the high schools. The area residents have diversified farms and occupa-
tions. The area apparently possesses a very intelligent dtizenry. The 
college has continuous opportunity to exercise influence upon the popula-
tion. By the same token, the people have an opportunity to serve Hs 
area college and profit from :lts educational offerings to the commur1i.ty. 
The college was set up as a part of the system of higher education soon 
after statehood :in 1909. The college was established as one of three 
regional normal schools. Three similar institutions had been established 
earlier in Oklahoma Territory, which later formed the western half of 
the state. 
The objectives of the college are: (1) a program of general educa-
tion, (2) a program of teacher education, (3) education in arts and 
sciences, (4) preprofessional education, and (5) personnel services. 
Institutional Awareness of Public Relations 
The president of the college has a department of public relations, 
the functions of which are outlined in Regulations, a book of minutes. 
It has been difficult to determine just how or when the president became 
aware of the need £or public relations. He relates that his study of 
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administration over a period of years evolved certain concepts about 
administrative divj.sions of the college. He early felt the necessity of 
a public relations department and has given it equal rank with other 
admjnistrative departments of the college. The others are academic, 
regi.stry, student personnel and business. 
Public relations has a director, who is a member of the administra-
tive team. The college catalogue lists the director as a part of the 
a&nini stra tion but not of the fa.cul ty. The pre s1 dent stated, however, 
that he does have faculty status. This status reveals the president 1s 
awareness of the public relations program. 
The president has initiated a syste111 of regulations that govern 
the many facets and activities of the jnstitution. His system of admin-
istration also evolved from h:is long years of teach:ing government at the 
college. He has been a member of the faculty since 1929. He has been 
president of the college since 1949. 
The depart111ent purposes and regulations are listed as follows: 
(1) To promote college publicj.ty through the press, radio and 
other means, 
(2) To supe'rvise and control the speaker's bureau when and if 
established. 
(3) To foster enrollment, publlc understanding, and support of 
the college. 
(~.) To supervise and control the publication of the college paper 
and other college publfoations jntended primarily to promote 
public relations. 
(5) To serve as liaison :for the college with the 
Altunni Association and have charge of altrnmi affairs. 
(6) To consider persons for appointment to, or removal from, 
posjtions jn the public relations department, and all such 
personnel for promotion or demotion; and make reconunendatfons 
thereon to the president. 
(7) To employ students or other persons temporarjly to assis-l:, 
145 
with the work of the public relations department. 
(8) To consider what compensation should be paid to persons 
within the public relations department and make recommenda-
tions thereon to the president. 
(9) To make recommendations to the president as regards the 
budget for the public relations department. 
(10) To issue requisitions to the business manager for the pur-
chase of supplies, materials, and equipment for the public 
. relations department within limitations of the budget inso-
far as the president does not delegate authority to others. 
(11) To keep the president properly informed as to ·the adminis-
tration of the public relations department and make such 
recommendations regarding the department as he sees desir-
able to the president. (Order Number 37, Section 11, 
issued by the president November 28, 1950.) 
Problem 
The problem of College 11E11 concerns itself with devising ways and 
means of executing its policies of awareness. Since the awareness of 
the college is expressed in writing that provides for a division of 
public relations, the necessary steps need to be taken to accomplish 
its public relations. The college needs a public relations program more 
fully developed and a public relations officer who will develop long-
range plans. 
These regulations, actually embodied as legal documents, are gen-
eral in many respects. As to the actual functions or separation of the 
various functions of a department, not all is said. If the legal state-
ment does not hinder or restrict the director, which apparently it has 
not, then truly the director can make or break the department. The 
president-said the public relations office is fluid and flexibleo "The 
job is -what the director makes of it, 11 he said. His example of good 
works or failure will be precedent for any other to follow. The president 
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stated that in spite of his awareness of public relations, he has had 
four different directors during his term as president. His fourth was 
to have taken the position in August 1958. 
The pres:i.dent of the eighty-member :faculty of College "E" does 
not anticipate increasing the 1958 enrollment of some 1,600 students. 
Tµe summer enrollment in 1958 was around 1,000. During 1958 he made a 
pronouncement in regard to the effect high standards will have on enroll-
ment in 1959 at College "E." The president stated that standards would 
be higher than ever before. The results remain to be seen whether his 
pronouncement has been a coup in public relations. Plans are to main-
tain harmony in the college organization. The president is active in 
the local Lion's elu'b and the Chamber of Commerce. He has written two 
bills for the Oklahoffllll, le~islature in reeent years. One presented leg-
islation for a ijtr-ong ma..nageri~l oity gove~nr.nent. The ether was in 
A faculty 1:1enate at College "E" was active for three years before 
it voted itself out. The president fostered this body. Fostering this 
body attested to hie attsmpts to ma.inta;tn jn.ternal har:m.oey. Jie .makEHi 
the policy for the college, anq has Greated a me~it system for faoulty 
aalari.es ! He lceeps (ietailed. mJnute!il of' all faoul,ty meeti:n..glilt A pra£aee 
to hi~ Re~ul1:1. t:iongi r-@~~s (p, H.i) ; 
It frequently bapp@ns till;l.t maX\'Y' ~eneral poliGies of~ ~ollege are 
not d,efini te in form, :Iii :t'a@t, many of- them are "-ften ?lot written at 
all, and m.ay exi~t merely as."fuiz;r" general ideas which are inter-
preted and applie~ in ~if-ferent ways under the same oiroumstanoes. At 
best, they ma-1 exist gs all too oft~n too brief in the minutes of a 
oommittee, soon to be forgotten. The dut:1.es and r@i,ponsibilit:les of 
administrative ofi'ioers and committees of a oollege may be poorly de-
.fined so. that they do not know their functions or thej.r plaoes in the 
adm:tnistrative organization, This leads to confusion and discourages 
the initiative of persons who do not want to interfere in what may be 
the affairs of others. 
Q)?j ectJ_v:es. 
The college has these objectives for public relations: 
To interpret the college to people of the area. 
To create interest i.n education, particularly higher educa.tion. 
To foster enrollment. 
To keep people back home :informed as to act:ions of the college 
and accompli.shments of students from the community. 
11.t College 11E11 all departments a:'e budgeted, The public relations 
department js no exception. At pr19sent there :i.s an allocat:i.on of some 
rM,500 for expenses of this office. This jncludes cost of having the 
college newspaper printed outs:ide by a job printer. Allocated for 
student help is approximately r)~2,500. These two items comprise the 
div:i.s:i.ons of expencUture for the department. Other operations that can 
be cons:i.dered as a part of the over-all public relati.ons but not as a 
part of the program are budgeted in various departments, 
The PubUc Relations Prograrn 
The history of public relations at College 11E11 is in some respects 
most unusual. The first evidence of the commun:i.ty 1 s and the collegeis 
making a venture together began some time "before the pre sent presic1ent 
took office. A beauM.ful student union bujlding stands as a landmark 
in the college I s publi.c relations. Some seventy-five thousand dollars 
was contributed by citizens for the buUding. This was accomplished in 
the usual commun1ty campaign procedures. But si.nce 1950 the community 
has not been asked to contribute much to College 11E. 11 The president 
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did not state that he would or would not condone any campaigning for 
funds at his institution. 
At present there is not i.n existence a unified program at College 
"E. 11 For the summer period the public relations office has been closed. 
The air-conditioned office is located on the first floor of the adminis-
tration building across the hall from the office of the dean of instruc-
tion, and three doors from the president's office. This office has six 
typewriters, an addressograph machine, six desks, filing cabinets, a stor-
age cabinet, and several chairs. The of·fice is used for publicity, for 
e dHing the college weekly, and for such other work as the public rela-
tions director may sugge~t. 
Publioit:iz 
Publicity has been the mainstay of the public relations program 
through the years. Except for two years when much attention was given 
to radio and television, most of the pubHcity releases were directed 
toward the newspapers. For three ye.ars during the term. of the present 
president the direct.or of public relations was an English instructor. 
During two years of this time, the office had a full-time assistant, a 
non-faculty member. The ass1.stant was di.rector of radio and television. 
Since, there has been very little projecting of the college by means of 
these media. The director returned to the classroom to teach English. 
He is s'Gill a member of the faculty. Another director was a graduate 
of the college who held the position for one year. At the ti.me of the 
interview, since there was not actually a director, there was no activ-
ity in the public relations office. The new director was to have 
assumed duties August 1, 1958. The president said that the college 
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newspaper was a publicity medium. News releases are duplicated by the 
MulMli th process. 
SEec:tal Services 
There are no special services at College 11E'' insofar as organized 
effort is concerned in the public relations office. The college cata-
logue has a list of "Special Activities." They are interscholastic 
meets, which include academi.c and athletic contests held on the campus, 
district basketball tournaments, and senior day. 
£'._und-Rai sing 
No efforts are made at College 11E11 to raise funds. A voluntary 
plan provides scholarships to a limited number of students annually. 
These fee-paying scholarships are provided by the business and profes-
sfonal people of the city. The,se are supplemented by the Board of Re-
gents. These scholarships are awarded to selected candidates as nomi-
nated by prj_ncipals from th~ high schools of the surrounding eleven-
county area • 
. The local newspaper annually makes an award of fifty dollars cash 
to the student of junior or senior rank who makes the highest grade 
average. Another cash award is made by a local bank to the student who 
is voted by the faculty to be the most useful member of the student body 
of the institution. 
Alumni Services 
At present, plans are being made to launch activities that will 
awaken alumni of the area and elsewhere in regard to the purpose of 
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Former Students Association. The dean and the new director ------
will be in charge of reactivating the alumni. At present a faculty mem-
ber is the secretary for the organization, There is not an alumni 
office; this too w~ll be established. There are meetings of the alumni 
twice annually; one of these meetings is held at homecoming in the fall; 
another is a meeting of officers to plan activities for homecoming. 
Publications 
Publications at College "E" consist. of the college catalogue, the 
student handbook, and a viewbook printed in 1957. Plans will be made 
by the new director to publish some quality publications, the president 
said. The dean of instruction is responsible for the graduate catalogue. 
The registrar is responsi.ble for the regular undergraduate catalogue. 
The dean of students publishes the student handbook. The viewbook was 
prepared by the public relations office. 
The Director of Public Relations 
College 11E11 is in a state of transition in regard to its philosophy 
and its public relations program. The president has announced his views 
in regard to upholding high academic standards. A new director is to 
walk into the public relations office August 1, 1958. The director is 
a newspaperman with tv1enty-nine years ex:perience, first as a general re-
porter and currently as city editor. This post he had held in the local 
newsroom for almost all of hi.s twenty.-nine years of newspaper work. 
The director said that his assuming his new duti.es at College 11E11 is 
not necessarily a promotion. 11 It is a transition with considerable 
overlap. I'll get away from these deadlines," he said. The director 
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holds a B. Ao degree from College "E. 11 He has an M. A. degree from 
Vanderbilt Univers:i .. ty, where he was a major jn English. He has had 
no experience in higher educat:ion. Although he is not a member of a 
civic club in the city where College 11E" is located, he plans to be-
come a member in order to beg:i.n to sell the college. As a newspaper 
man he has two strong purposes in his desire to fulfi.11 the posi Mon 
as director of public relations. One, he plans to cultivate friendship 
with the area newspapers and thereby send them more and better neirn 
releases about the college, and two, he plans to engage in considerable 
alumni organi za t:l .. on work. He is an alunmus of College 11E. tt The pre si.·~ 
dent said that he would like for the director to develop an ~.J:!J?Fll de 
£Or]?§.. among the altU1U1i. 
The director will also teach two courses in journalism and sponsor 
the college bi-weekly newspape1~. The di.rector has about twelve semester 
hours credit in journalism. 
The new d:i.1"ecto1" sa:id that he feels he has an opport1.,u1ity to grow 
:ln thEi new pos:it:ton, since he w:ill have as mu.ch laMtude a.s he needs, 
as granted by the president's Regulatfons. He will chart his own course, 
since his legacy has been negligible in college public 1"'elatfons at 
College 11E • 11 His entire program w:i.11 have to be constructed, he said. 
He plans to study other programs before he would assume too many £\mo-
tions jn the office. 
Strengths and Weaknesses 
Although College 11E11 has a strong awareness of public relations, 
as evidenced in the administrative plans of the college, which make pub-
lic relations one of the four major divisfons of the college, the college 
152 
public relations program can hardly be judged for strength and weakness 
at the time the interview was made with the president, Without a direc-
tor, or even a substitute to carry on any part of a public relations pro-
gram, the college public relations programs as a whole will of necessity 
be judged weak. 
The following is an analysis of the weaknesses at College 11E": 
(1) Publici.ty was curtailed in 1958, when a graduate student carried 
on this phase. Speci.al services are decentralized; this in itself :i.s not 
a weaknes:s, but without centre.1 coordinati.on little can be accomplished. 
Only vestiges of special serv·:t.ces, fund-re.ising, and publi.cs:l;fons are 
left in the prograra. 
(2) The college has limited special services, which consist of the 
placement bureau, a few extension classes, and on-campus acti.vities such 
as interscholast:tc and athlet:ic contests. At a time when College 11E11 
perhaps should be expandj.ng its sped.al services, plan,s are being made 
to curtaU them. Except for services that the education department 
conducts such as workshops for teachers, special serv:i.ces arci 1:1.m:i.ted 
at College 11E. 11 
(3) Not since 1%9 h~is College 11E11 launched a ftmd-rai13ing campaign 
in whfoh friends of the college and ci tizen,s of the community partic-
ipated. At that time some seventy-five ·bhousand dollars were raised; 
this compdsed a good share of the expense in bu:ilding a beautiful stu .... 
dent union memorial building. Such community ventures should be attempted 
by colleges if they expect to meet the needs of the times. Such ventures 
should not be cm"tailed. 
(~,) Altunni have only an occasional college newspaper to :inform them 
of the aims and poUc:i.es of the college. LHtle attempt :ls made at 
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College 11E11 to encourage the alumni 1s significant acting and speaking 
for the college. A member of the faculty serves as secretary of the 
alumni association. The president said, as other presidents have stated, 
that he hoped to improve alumni activities and interest. 
(5) College 11E" is woefully inadequate in publications. This can 
be attributed to the turnover in public relati.ons directors and unwise 
emphasis in the over--all program. The unwise emphasis took the form of 
placing a reliance upon radio and television. This course of action 
tended to alienate area newspapers as well as the local daily. College 
"E" has a college catalogue but no 1958 promotional publications. The 
dean of the college is responsible for a faculty club newsletter, which 
is printed intermittently. 
The public relations program at College 11E11 will have to be rebuilt 
from the ground up. A new public relations director, a veteran news-
paperman, has been hired by the college to take on the rebuilding job. 
The college Regulations outline the duties of a public relations direc-
tor, but an outline alone can hardly be considered a strength. An all-
college public relations awareness will be needed to allow good public 
relations to function accordi.ng to methods described in Chapter II, in 
which special services, fund-raising, publicity, publications, and 
alumni services are strongly supported by the administration. 
CHAPTER IX 
THE INSTITUTION • • • COLLEGE 11N11 
College "N" is located in a region inhabited by rural folk. The 
physical aspects of the institution provide an attractio.n for students 
from areas removed from this particular setting. The well-kept, roll-
ing campus and building sites blend with the natural environment. The 
college is located in a town of five thousand. 
The college has had a long period of growth since 1909, when the 
normal school was established by the legislature. In 1919 it was given 
the name that used the word teachers. This emphasis on teacher trai.ning 
is retained and fostered at this time by the institution. The word 
t_eachers is no longer in the title, but the institution boasts certi-
fications and graduation of more teachers than any other teachers col-
lege in the state. The reason for the high number recej.ving certificates 
and degrees from the institution is that i.t is not located near another 
four-year graduate instituMon. 
The 1958 summer enrollment at the institution stands at 1,214. Dur-
,., 
ing the sprjng term of 195S the enrollment was 1,761, which was an in-
crease of nine per cent over that of the previous year. The cost to 
the state for training students is the second lowest in the state. Al-
though the institution has only seventy faculty members, 1t is able to 
. 
cope with the present number. Housing, however, is another matter. 
Last year, the president said, some three hundred students were tu.rned 
away because of inadequate housing. 
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Institutional Awareness of Public Relations 
The highly organized public information service of the college pub-
lic relations office attests to the awareness of faculty, students, and 
administration of their public relations. The office is kept busy with 
three major functions: that of the college newspaper with its attendant 
duties and functions, the publicity function, primarily news releases to 
the mass media, and the preparation of special publications. 
The president of the institution, a native of the area, clearly is 
a community-minded man. His personal interest in the welfare of the 
community is shown by his active participation in its activities. These 
activities provide evidence of his contribution to the awareness of pub-
lic relations. He is a member of the board of stewards of the church, 
sings in the choir, and is a member of the Chamber of Commerce and the 
city planning commission. He was also recently appointed as chairman 
of a commission in the U .- S. Department of Agriculture for the study of 
low-i.ncome groups. He is a member of the local Kiwanis club. He con-
tributes to awareness of public relations through his encouragement of 
the faculty to parti.cipate 11'1 as many local affairs as possible. 
Problems 
The problems of thi.s instituti.on have been clearly defined. They 
are largely physical needs, and the college is aware that these needs_ 
may be brought to bear upon the population through dissemination of 
information by present-day mass media of communication. 
Qb.Jectives 
The college is equally aware of the following objectives: 
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1. To inform the public about the college and build good will 
for the institution. 
2. To increase the number of friends who speak for and support 
the college. 
3. To make its services available for the community and the 
fifteen-county area. 
4. To attract desirable students. 
The budget for public relations appears only in the allocation for 
work done in the public relations office. This includes expenses for 
materials and supplies and a full-time secretary. Matters of student 
help are listed under the student employment budget. 
Operational costs are shared in some instances with other depart-
ments. For example, the athletic department shares half the cost for 
the football brochure; the main i.tem of cost for this publication is 
pictures. Paper for news releases, covers for brochures, upkeep of 
typewriters and other machines of the publi.c relations office are budg-
eted in the public relations department. The money for art work in the 
brochures comes out of the publi.c relations budget. 
The Public Relations Program 
The public relations program has been in existence at College "N" 
since 19L~6. The pri.mary functfon of the office has been one of public 
information. Additional emphases have evolved through the years until 
now the program seems adequate. The program has been under two directors 
since its inception. There is a public relations committee made up of 
several faculty members and the director. The chairman of the committee 
is the dean of the college. Other members of the committee include the 
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placement director, the president's secretary, and the county coordinators. 
The president said that the eighteen-member committee was supposed to 
meet monthly. 
The public relations office, which is located a few doors a,-1ay from 
the presi.dent I s office, is the nerve center of the college I s public in-
format:i.on services. The central activity of the program :is publicity. 
The office is geared to serve the mass media :i.n the f:i.fteen-county area 
served by the college. In addition, the publicity office serves 011e 
other state paper and two wi:r:e services, the United Press International 
and Associated Press. 
The ~ r.&1~. The news release is the mai.n and continuous func-
tion of the college's public relations program.. An elaborate system has 
grown to large proportfons over the years. This system does the work 
in an efficient manner. 1tfuat are the mechanics of the publfoity office? 
A full-time assistant in the office directs much of the work. She assists 
the director in gathering information for news releases. She is a recep-
tionist, writer, bookkeeper, and manager for the director. She receives 
information for the news story. She types a MulMl:i.th master, if needed, 
for purposes of sending the news release to several of the mass media. 
The news release letterhead is dated and slugged for the type story, and 
cop:i.es are put away for the files. A record is kept of each news story 
written and where it is sent. 
Where are the nevJS releases sent, and how many are there for the 
average story? The news release is sent to the morning and afternoon 
ed1.tions of the largest di.str:i.ct newspaper, to five radio stations, to 
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three television stations, to the Associated Press, and to the United 
Press. Some stories, of course, would not receive this wide a circula-
tion. All stories are written for a particular medium for a parM.cular 
locality. The two town weeklies also receive the releases. 
~of~ stories. There are news stories about the college, 
its growth and development, its activities, the students, and the faculty. 
These stories are sent regularly to The Muskogee Dai1Y Phoenix, Muskogee 
~ Democrat, ~ DaiJs ~' ~~Tribune, and~ :Q!J.iJ::2: 
Oklahoman. 
~-~ stories. Home-town stories go to home-town papers and 
frequently to the high school papers of the schools from which the indi-
vidual graduated. Every student who attends will have his name in the 
paper at least one time each semester when enrollment stories are sent 
to the home towns. Then if he participates in any activity during the 
year or is a member of the senior class or any other organization that 
would be in the news as an organization, a story about these activities 
goes to his home-town paper. 
News stories about the college that are of' general interest to the 
fifteen-county area of Oklahoma are sent to all the county papers in 
the area in addition to the daily papers that receive copi.es of all 
major news stories about the college. 
~ called ll.1• Results of sports events and of many other contests 
are called to the papers of the news media in order to get them in time 
for the paper's deadline. If time permits, stories of the results are 
telegraphed rather than telephoned. 
Contacts with other media for Eublicitz. The director has been 
alert to possibilities for publicizing the college in ways other than 
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the obvious mass media. For example, the director had a spread about 
the institution in one of the printed editions of the Rotary Interna-
tional bulletins published by a metropoli.tan club. Occasionally there 
are similar requests that the office furnish especially prepared informa-
tion for a special edition of a publicati.on. 
Clipping service i!! the office. The office provides its own clip-
ping service. Student personnel check all state, district, and county 
dailies and weeklies for articles about the institution appearing in 
these papers. These stories, of course, are primarily the news releases 
sent by the publicity office. The office subscribes to the state and 
district papers, but those from the counties are received free of charge. 
The clippings are classified in scrapbooks as follows: student weddings, 
student activities, general college news, alumni, faculty and community, 
and sports. In addition, there is a careful lookout for names of former 
graduates in these papers. If found, the story is placed in an envelope 
attached to the card in the files bearing the name. 
Office personnel. During the long semester terms sixteen students 
usually are working in publici.ty under the direction of the assistant. 
All students -who work in the office must be able to type. Only journal-
ism students and office workers can make use of type-writers available 
to them. 
Office ~uipment. Office equipment includes eight type-writers, t-wo 
of which are electric. Tl;le IBM typewriter is used f'or most of the Multi-
lith masters for news releases and for small promotional leaflets. An 
addressograph is one of the most useful pieces of equipment. This 
machine is used for addressing news releases, the college ne-wspaper, the. 
alumni newsletter, the promotional leaflets to seniors and high school 
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officers in the area. A looseleaf binding machine is used for booklets 
containing names of faculty and students in directories and for progress 
reports. An opaquing table is used for projects in connection with the 
offset printing. Cabinets and files, shelves for books, and samples of 
all of the work of the office are placed strategically for efficiency. 
A morgue for pictures and cuts is taken care of through the use of special 
metal drawers. These drawers also contain the offset printing negatives 
and metal plates. 
Other materials ;eertinent to the office. Because of membership in 
various associations and the need to keep abreast of the field, a number 
of periodicals and dire;ctories are found in the office. These include 
the Edi.tor fil!9:. Publisher, both tl:e magazine and the newspaper directory, 
Pride, official magazine of the American College Public Relations Asso-
ciation, Graphic ~Monthly, dictionaries, and atlases. Names and 
addresses of all faculty members, current students, alumni, and seniors 
in the ~ifteen-county area are on file. 
~ecial Services 
Special services with which the public relations office assists 
include all major events on the campus. These are homecoming, May 7 
activities, all workshops, contests, and other related activities. The 
public relations persorm.el handle the details for such events. On other 
occasions when invitations are prepared and mailed to parents and other 
patrons of the school, this service is done by the public relations 
office. 
Deserving to be menti.oned further is the May 7 day. On this day are 
held activities that honor the few remaining graduates of a former 
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seminary. Usually there is a formal program in the college auditorium 
for the class of 1907. The day also includes a program on the football 
field in the afternoon. 
County rolls, student directories, and lists of high school seniors 
are prepared in the public relations office and made available for dis-
tribution on the campus and of'f the campus for those desiring such 
services. A speakers' bureau is maintained through this office to assist 
area organizations in getting speakers and to provi.de speakers for com-
mencement exercises, PTA meetings, schoo.J.Jnasters I club meet:i..ngs, and 
similar occasions. Also, this office serves as a liaison between the 
fi.ne arts department and area hi.gh schools and other organizations 
desi.ring programs. The of.'f'ice assists in the booking and other arrange-
ments necessary for such programs. 
Other special services include test services given to high schools 
for their students. These tests are conducted by the dean of student 
personnel when he is called upon by the high schools. The president 
considers all guidance services, including testing, a part of the public 
relations program. Also included are extension courses, the science fair, 
and the music festival. 
:Jf.und-Rai sing 
Fund-raising at College "N" is incidental or comes under the activ-
ities of alumni or of the community Booster Club. No direct campaigns 
supervised by and for the college are conducted. Alumni memberships pro-
vide a few one-year scholarships. The citizens of the town have a Boast-
ers Club. This club annually conducts a drive for funds which are allo-
cated to three institutions. The other two institutions are the local 
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high school and the local Indian school. The faculty participates i.n 
the Community Chest, each member contributing one half of one per cent 
of one month's salary. 
Alumni Services 
The alumni newsletter is compiled by the executive secretary of the 
~~~~-- Alumni Association and is edited by the Public Relations 
Off:l.ce. The newsletter is published tw:l.ce a month. The alumni services 
have a central office for carrying on business. This office is headed 
by the president's secretary. The college catalogue states: 
Alumni of college have formed an organization whose annual 
meeting is held at the time of homecoming each fall semester. At the 
annual meeti. ng officers are elected for the ensuing year, reports are 
received concerning the activities of social committees for the past 
year, and plans are adopted whereby the alumni are enabled to employ 
concerted effort in advancing the interest of college. 
Members keep in touch with the organization through a newsletter which 
is published monthly. They also receive copies of the school paper. 
The association makes several scholarships available each year to fresh-
men. 
Recent graduates receive the newslett,er free for one year. The news-
letter is also sent to high school libraries in the fifteen,-county area 
and to the junfor college libraries. 
f_ublications 
Publications are usually those published reports that are not news-
bearing; at least they do not have the immediacy that the news release 
-would have. Publications at College "N" are the second most important 
function of the college public relations office, the first being public-
ity by means of the news release, discussed in a previous section. 
These publications all are wi.thin the definition of publications 
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as stated above, with the exception of the college newspaper, which at 
this college comes under the heading of publications. Other publica-
tions are press books for all sports, prepared and distributed to all 
news media and to colleges with which the events are scheduled, and 
special folders and pamphlets for workshops and special events on the 
campus. 
The college newspaper is published under the supervi.sfon of this 
office, and many students working on the staff also get special training 
in handling publicity about the college. 
tru?. college pewsEaper. Published weekly, the college newspaper is 
an i.nformi.ng medium for students and faculty members on the campus. Copies, 
however, are mailed free to members of the alumni association. Students 
write and edit the publication. The newspaper has a separate budget and 
with naMonal advertising is almost able to pay its way. The newspaper 
carries both local and national advertising .. 
Classes for journalism students who produce the paper are held in 
a room adjoining the publicity office. The director must supervise pub-
1:ici ty and other publi.c relations functfons while holding class or dis-
cussing the next edition of the college newspaper. The newspaper is 
printed by offset. This method has been used since last April, because 
the old Campbell flatbed press could not get the job done. Each page 
of the newspaper had to be done one at a time, because time had to elapse 
for ink to dry on each page. Printing is under the direction of one man. 
Printing. A close relationship has developed between the publicity 
office and the printing department. There has to be cooperation in many 
ways. Since practically all publications including the college newspaper 
are done by the public relations office, the printer re.lies on the office 
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for all proofing. The printer now has a Harris Offset machine, which 
will take up to seventeen by twenty-two jnch sheets. A camera is also 
used to photograph the typeset pages before they are run on the offset 
press. Type faces include Memphis body type and Stymie bold, condensed 
and light, and all in italics. 
Promotional publications and special broch™. Certain depart-
mental brochures such as those for education,. promoting the field of' 
teach:i.ng as a profession, sports brochures, homecoming programs, foot-
ball programs, home economjcs brochures, and the general information 
brochure comprise the important publications that require regular and 
constant attention by the director. Other publications include the 
county roll of students, the faculty and student directory, the Oklahoma 
high school senio!'.S directory, the college catalogue, the faculty and 
student handbooks, the progress report, and the fifth-year brochure. 
A publications commi.ttee functions at College 11 N •11 Each member 
is assigned a specific publication and responsibility. The members work 
i.n cooperation with the dfrector of' public relations, who has the lion's 
share of the work in publfoity and publications. Departments of the 
college depend upon the office for smooth, efficient functioni.ng. Mem-
bers include the registrar, who is respons:i.ble for the college catalogue, 
the public relat:i.ons director, who is responsible for the college news-
paper, pubUcity concerning college and students, and miscellaneous 
publications, a commerce teacher, who is responsible for the college year-
book, the student psrsonnel director, who is responsible for the student 
handbook, the dean, who is responsible for the progress report and 
faculty handbook, and the president's secretary, who is responsible for 
tne alumni newsletter. 
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The Director of Public Relations 
The director of public relations at College "N" has the work of the 
office well organized; division of functions and division of labor for 
the personnel are well established. 
Newspaper experience. The director of public relations has not had 
time for actual experience with newspapers, except in serving as corre-
spondent. 
Experience in writing and education. The director holds the bachelor 
of arts degree from a college jn a nearby state. She has the master of 
arts degree from another state university; she majored in the French 
language and minored in English and thus attained a command of English. 
She has done graduate work in several mid-western universjties. She has 
been a college professor since 1943 at College 11N • 11 
While she has been a member of the faculty and director of public 
relations at College "N, 11 she has made several surveys and compiled 
analyses on subjects relating to the area served by the college. 
Interest in higher education. She has shown interest in higher 
education by serving first as a college professor for a number of years. 
She has prepared publications in behalf of the college and higher educa..; 
tion in general since she has been director of public relations. She is 
a member of several associations in higher education. One of these is 
the American Association for Education in Journalism. 
Other attributes~ director. Her qualifications also include abil-
ity to give careful attention to details and techniques in the use of 
the tools of public relations. Her experience as a public relations 
director has been largely in publicity-writing. She fell heir to the 
office six years ago; she took over duties formerly carried on by a 
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professor of government and speech. She exercises a high degree of 
ability as an office manager and also as manager of the over-all public 
relations program. She works in the background; her name appears only 
on the news release letterhead so that the writer can be identified by 
the media receiving the information from College "N. 11 
Teaching responsibilities. The djrector, in addition to handling 
all the publicity and preparation of publications, teaches about half-
time. Because journalism is usually associated with the production of 
any newspaper, she is expected to teach classes that produce the news-
paper. 
Strengths and Weaknesses 
College "N" has the strong publi.c relations awareness that author-
j ties have established as a basic quality for success in public rela-
tions. This awareness has developed over a period of years and is 
strongly evident at this time in the attitude and acts of the president 
of the institution. He has well-equipped the department of public rela-
tions, providing an adequate budget for its operation. He has stated 
that the growth in enrollment and the development of the physical plant 
have been.the result of successful public relations. He is a personal 
public relations envoy for his institution: he makes friends in the 
local community and insures wide coverage in publicity for the area 
served by the college. 
Therefore, the strengths are: 
(1) The college publicity function is highly specialized. This pro-
gram, doubtless, is the strongest of the college. The program is organ-
ized to send reguLar news releases to state newspapers, area radio and 
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television stations, county weeklies, and the two local newspapers. 
The director has the assistance of one full-time secretary, who also 
engages in the news writing function. All news of the college is di-
rected through the public relations office, where it is processed and 
directed to appropriate media. The director occasionally writes features 
on special subjects about the college. Copies of all stories are kept 
on file. News clippings are also kept in scrapbooks, which fall under 
several classifications. Because of the efficiency of the publ:1.ci.ty 
office, few if any stories about the college are sent to media without 
the director's knowledge. 
(2) Another strength at College "N" is the division of special ser-
vices. Although there is not such a divis:i.on indicated by title, some 
of the important services are carried on by the director and other mem-
bers of the college faculty. Educational movies are obtainable through 
the film library. A speakers' bureau is very active. The college schedules 
numerous workshops and on-campus special events. These are music and 
speech festivals, athletic contests, open house events, parent days, and 
career days. Off-campus events include testing programs for high school 
students, compilation of county directories, liaison work with high school 
coimselors, and extension classes. The director is concerned with, if' 
not in direct contact with, these activities. 
The weaknesses are: 
(1) Although alumni activities consist of a newsletter sent to 
alumni twice monthly, there is far too little done that measures up to 
criteria established for alumni services in this study. There should 
be more than two meetings a year of the alumni. Dues that alumni of 
College 11N11 pay are usable for a limited number of tuition scholarships, 
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but there is no evidence that alumni contribute greatly to the college. 
There has been no outstanding alumni recognition assembly. There is no 
field representative who organizes alumni for constructive purposes. 
They have few opportunities to perform challenging tasks for their in-
stitutions. Thus it appears that the newsletter is the chief strength 
of the program. Although it is noteworthy, it is hardly enough to weld 
real strength for an institution. 
(2) Fund-raising is the weakest linl{ in the chain of services at 
College 11N. 11 No funds of any kind are raised through a well-planned 
program di.rected by the college. But it must be remembered that fund-
raising is practiced lea.st in the state institutions, much less than in 
·· ·private or church-related institutions. 
(3) The publications program is over-organized. Records that in-
clude extra copies and clippings of stories create work and burdens for 
the director and students who work in the office. This program needs to 
be coordinated, needs attention given to advance plans for each publica-
tion. At present, publications are published without regard to continuity 
or year-to-year themes. The quality of each publication is adequate but 
is perhaps a Mt haphazardly conceived. There should be less profusion 
and perhaps diffusion in the publications. The director should give 
attention to fewer good publications such as the general information 
bulletin, a few departmental bulletins, and a pictorial booklet. 
(4) The ~ork of the director is definitely spread too thin. She 
should teach less, should be relieved of the sponsorship of the college 
ne~spaper, and should be relieved of sports publicity. She could devote 
more time to publications and planning of the over-all program. Thus 
her duties are too numerous to achieve best results for over-all successful 
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public relations for the institution. 
The weakness of the program as a whole consists in over-organization 
:i.n most of the work of the public relations office, more especially 
pubUci ty and publications. More -work needs to be delegated to other 
persons. 
CHAPTER X 
THE INSTITUTION ••• COLLEGE 11A11 
College "A" is located in a highly developed agricultural region of 
Oklahoma. Farming is expansive; irrigation has come into extensive use. 
The college io well situated to serve students and citi.zenry of a three-
state area. 
The college was established primarily· as an agricultural college 
that also emphasized home economi.cs and 1ndustr:ial arts. These three 
areas are still emphasized, with offerings in the arts .and sciences and 
requirements for teaching certificates. The college is a regional insti-
tut:ion, serving thirty-eight count:i.es in the area. 
Institutional Awareness of Public Relations 
The president of the institution said: 
I like to think of our institution as being a faculty-centered 
college, because I believe the very heart of any institution in higher 
learning is the faculty, and the quality of teaching is the thing that 
is going to make an institution grow and make students want to come and 
take the course work that :i. s offered. Our plan has b9en in the past 
for every member of the faculty and the administrative staff to be pub-
lic relations individuals, and most of the students work as publfo 
relations people when they go back into their home communities. We do 
have one person that is employed one-fourth time doing public relations 
work, but the other is _carried on by the different employees of the 
college. 
This testimonial speaks for a certain public relations awareness 
of College 11.A." The president's public relations awareness is also 
expressed in the ways he has promoted expansion of the college in past 
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years. He has given special attention to the purposes of the college, 
that of serving students in agriculture. During his fifteen years as 
president of the college, he has fostered the development of the college 
farm and experiment station. The farm expands over two thousand and 
four hundred 'acres, with more than five hundred acres now irrigated. 
The farm also keeps on hand some two-hundred head of beef cattle, one 
hundred head of dairy cattle, three hundred head of hogs, and approxi-
mately one hundred head of sheep. Animals are used for instructional 
purposes for students and also for judging contests held by 4-H and 
Future Farmers of America groups. 
Other areas in which there exists an awareness by the institution 
are the instructional staff and the working environment. The president 
stated that faculty members have much freedom in their teaching relation-
ships with students and the administration. The campus buildings and 
grounds are well kept, and as much progress has been made at this insti-
tution as any other through the years. A new library was the first build-
ing added since World War II. Other buildings have been added, especially 
housing for students and faculty. The attention given to faculty housing 
at College "A" is somewhat unique. Post World War II structures that 
were wood frame all have brick veneer. A new housing addition provides 
homes for several faculty families. This addition was sponsored by the 
president's private capital. 
Awareness is revealed in tenure of the faculty. A satisfied faculty 
usually attests to public relations awareness. Many members of the fac-
ulty have been at the college for a long time. 
Problems 
College "A" has some problems that are unique to an institution of 
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higher learning, especially in Oklahoma. This is the problem of housi.ng 
of. the faculty. Although this is not the only problem that College "A" 
has, it stands out. The college is located in one of the smallest com-
munities in Oklahoma having incorporation. This in itself poses problems 
in housing where there js a business such as college "A." The college 
is of course the larger part of the community. 
In addition the college has problems in student housing. The presi-
dent plans expansion of the college in addition to inevitable growth. 
The college must have faculty to teach more and more students who come 
from not only Oklahoma but from other states. The president said that 
eighty per cent of the students are from Oklahoma. About fifty per cent 
of the students live within a radius of seventy-five miles. 
Qbjectives 
The president stated in regard to objectives of the institution: 
Our first objective and one of our main objectives of course is the 
offering of a course of study that would benefit the students of the 
· area. Our emphasis is placed on agriculture, on home econ-
omics and industrial arts; yet we do offer work in the arts and sciences, 
and the other fields leading to a bachelor's degree. We also offer re-
quirements for the teachers' certificates. 
Also included in his objectives for his institution, the president lists 
the following: 
To win public approval at all times. Abraham Lincoln said, "With 
public approval nothing can fail; without it nothing can succeed.II 
Budget 
The college does not budget for public relations as such. The ex-
penditures in this area are a part of the regular administration budget. 
All publicatfons are subsidized by the college. 
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The Public Relations Program 
The public relations program at College "A" is in effect the ex-
tension of the policies of the president. As indicated in a previous 
section, his public relations program is embodied in the faculty and the 
employees of the college. 
Publicity 
The publicity of the college is accomplished in three ways: the 
news release, the college radio program, and miscellaneous publications, 
which include leaflets promoting short courses and the summer session 
offerings. 
A faculty member, an instru.ctor in science, is in charge of all news 
releases that emanate from the college. This same faculty member, who 
is a half-time teacher, is one-fourth time publicist and one-fourth time 
director of printing. News releases about student accomplishments are 
sent to neighboring towns. Occasionally a story is sent to state news-
papers. These are of general interest in education. 
A radio newscast is presented daily from the studios of the college. 
A speci.al hook-up with the radio fadli ties of a nearby city enables the 
college to broadcast a fifteen minute program five days a week. This 
work is under the direction of the chairman of the speech department. 
Students are active in the work, preparjng news and announcing. The 
programs reach out a hundred and fifty miles into the area. 
Miscellaneous publications are those which publicize the short 
courses and summer term offerings. They take the form of broadsides, 
printed on the cam.pus. These can be mailed in a Number 10 envelope. 
The college has a printing department but uses it only for print:tng 
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forms and leaflets. ·. The department has two presses and. a Linotype type-
setting machine. The president said the equipment could be used to print 
the college newspaper, but jt seemed more economical to have .. the news~ 
paper printed outside. 
Special Services 
The president said, 11! do believe we have a very good extension pro-
gram." The college livestock are the laboratory not only for the stu-
dents on the campus but for 4-H and Future Farmers of America members 
who come to the campus for judging meets. 
1tWe have a regional film library which is used by churches, the pub-
lic schools and the civic clubs of the area," the president said. 
The college has what the presi.dent termed a very active student 
placement service, which makes a special effort for the student to be 
placed in a suitable position after graduatio11. The placement bureau 
also receives inquiries about students who can fill the positions, in 
teaching as well as in other fields. 
The college also maintains a testing and guidance service that 
assists high schools with these problems. 
The college faculty members perform special services through their 
participation in community affairs and attending churches and civic clubs. 
!lwnni Services 
College "A" has a Former Students Association. The president said 
that meetings for alumni were held twice a year, one in October at home-
coming, the other in the spring, usually April or May. The president 
of the organization is the local college registrar. Next year's president, 
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1959, will be the professor of animal husbandry. It is convenient for 
the president to be a man located on the campus. A news bullet1n :is 
sent twice a year to alumni. The president hoped to create more interest 
in the alumni activities. 
~-Raising_ 
The president categorically stated that the college did not engage 
in fund-raj .. sing acMvlMes. A few organ1. zations contribute to scholar·~ 
ships, as do :indjvlduals. These, however, are lim:ited. The college has 
the fee waiver scholarships, which are appropriate under the Regents for 
Higher Education. 
Eublicat:lons 
College "A" has many.publicaMons, especially when those of the ex-
periment station are included. These are published in a nearby city. 
The college newspaper, under sponsorship of the English department, is 
published by a printing firm in another town. The college yearbook is 
sponsored by the li.bradan and a sociology professor. These faculty mem-
bers also assist with the preparat:i.on of the student and faculty hand-
books, two publ:ications of importance at College "A. 11 The college cata-
logue is prepared under the di.re ct ion of the dean of instruction and the 
dean of' students. The annual brochure for the e:::1.ucation department is one 
of the more :important advertising pieces of the college. These are issued 
each spring. Other publications advertise short courses and workshopso 
The director of public relations does not coordinate these activit1es. 
The Public Relations Director 
The director came from a "newspaper family," the president sajd. The 
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director, who is a half-time teacher, is responsible for news releases 
to the mass media. He coordinat!3sphotography used for the news re-
leases. 
His writing ability has been gained through hard w6rk as a reporter 
and correspondent. He has been at College "A 11 since 1944. An alumnus 
of College "A," he has a m~ster 1 S degree f'ro!h a college in C:olorado. His 
interes.t in higher education has beeri. shown by his dedication to the pro-
fesson of teaching in college. He does his work in public relations al-
most :in complete anonymity. His integrity with the faculty having been 
established,· Ms role as publicist is not difficult at College 11A." 
Strengths and Weaknesses 
The president of' College "A" exh1bits an especially strong publi·c 
relations awareness. He has a personal public relations program, which 
he encourages among the faculty. He believes much is to be gained through 
good human relatfons. He fears the results of slovenly attempts ,t~' create 
good will among both faculty and students. Faculty members are assisted 
in every way possible to be ci:mtent in their work as instructors in all 
fields embraced by the objectives of' the co,llege. Thus the presi.dent 
~esters harmonious ralationships. The needs of the students are studied. 
Although there is evidently a good administratio:p. of affai.rs of the col-
lege, the objectives of the public information and public relations pro-
gram as outlined in Chapter II are far from realized. The college is 
weak in coordination of special services, in providing a strong central 
office that is well manned, and in recognizing the importance of a singu,;., 
larly strong publicity program. 
Public relations as a ~antral coo~din.f;Lting activity ~s hardly 
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recognized at College "A." ·The publicity director is not a .member of 
the policy making team but directs only a small phase of a public rela-
· .. tions program as outlined in Chapter II. Public information, which 
should be one of the stronger phases of the five discussed in Chapter II, 
. . 
. is spasmodic and limited. · The occasio.nal news releases to a few area 
newspapers constitute the publicity program. There is no central office 
for running affairs normally provided in a strong public relations pro-
gram. This may be attributed to the president's belief that "every·per-
son· is a public relations individual." A limited enrollment for· a num- ·. 
ber of years might be another cause~ But with the potential increases 
in college enrollments up and down the country, this present weakness in 
the scope of the program could well be rectified. 
The following is an analysis of weaknesses in the College "A" pro-
gram: 
(1) It appears that the college radio program is relied upon more 
than the news release for college publicity. This program in radio car-
ries news daily to a rather wide audience in the college area. This re-
liance upon radio, which is a project of the speech department, seems 
out of balance with much needed contacts with the area and state news-
papers. In summary;. it appears that the publicity program, which should 
always be the most important medium of public relations for a college, 
needs to be strengthened by setting up a central office with additional 
help and support of the administration. 
(2) Special services at College "A," whi.ch consists of experiment 
station extension services, the film library, placement bureau, and edu-
cation department services such as workshops, short courses, and testing 
services, are decentralized under the direction of several different 
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faculty members. There is little connection with the public relations 
department. Coordination is needed in these service areas. 
(3) The president stated that the Former Students Association is an 
active organization. There is entirely lacking, however, an adequate pro-
·gram to encourage alumni to speak and act for the institution. The reason 
for only a limited program is the conviction held by the president that if 
the graduate has been well taught and well treated while on the cam.pus, he 
will always b.e a good .public · relations envoy f'or the college.· 'While this 
concept is correct as far as :i.t goes, it is hardly correct to say that the 
·alumnus vtill always do as much as he could in speaking and acting for the . 
institution. The college will need to cultivate.alumni through a contin-
ual .. newsletter, through providing mo.re activi.ties for tp.em, and requesting 
that they participate in some form of' fund-raising for the college. 
(4) Fund raising, whi.ch is not carried on· except incidentally and ·on 
. . 
a small. scale, provides ro·r a few scholarships in add1. tion to those pro-
vided by the. state. Because 'tl'.l,ese seem adequate, little effort· i,s made 
to secure more. In. this s~e.11 oommu.nity it seems perhaps to the president 
tlnw:ise to launch fine.no:ial campaigns of any kind. 
(5) The publica.tions program could receive professional treatment; 
the purposes could be coordinated. The publications could perhaps be 
Circulated at more regula~ intervals, and they could carry out themes 
and purposes from year to year. This program could sponsor a former stu-
dents' magazine, which could add prestige to its pre sent graduates. · More 
and better publications are needed to identify College "A, It to sell its 
strengths arid services. · These are publications in addition to the college 
newspaper and yearbook. They could be athletic brochures. For example, 
the college has a half of its campus acreage given over to a golf course. 
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This program, the president implied, is noteworthy in an institution 
such as 11Ao" This could be emphas:i.zed through its publications and be-
come even more publ:icized as an excellent phase of the physical education 
program. Thus publ:icat:i.ons constitute a weakness in the program at 
College ".A." 
CHAPTER XI 
THE INSTITUTION • • • COLLEGE 110 11 
College 110 11 is located jn a prosperous fann:i.ng region, a cotton 
country of Oklahoma. The city :in which 110 11 is located has a population 
of some fifteen thousand people, not far from a state metropoB s'" The 
campus was set out a mile or so away from the down town area. This has 
offered opportunity for expansion, and fosters a community spirj.t of its 
O\.Jn. 
The college serves the same purpose jt v1as founded for, a womanis 
college. The college curr:i.cula and extra-curr:i.cular activities are de-
signed to give the student(3 a liberal and well-rounded educisi.tion for 
ci t:i.zenship. Tb.e college servcJs the state in a unjque way, ser,dng f:irst 
its homogeneous student body, and providing activities wMch are cultm:-al. 
The college enrolls an average of five hundred students each year. The 
1958 summer enrollment 11Jas one of the large st in the hi story of :its sm11-
mer sessions, more than four hundred. 
Institutional Awareness of Public Relations 
The colli;;ge president is new at the jnstitut:ion, coming to 110 11 in 
1956. His inaugural coincided with the .Golden Anniversary Celebration, 
which he had a hand in planning. 
The president holds three degrees from the University of Oklahoma. 
He has done i~ork in journalism and administration. He was a pubBc 
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relations officer for a church-related university in Oklahoma. He was 
a regi.strar and director of admissions at another church related univer-
sity in Texas before assuming teaching duties for one and a half years at 
the college where h~ is now president. He also served as an assistant 
executive secretary for an educational commission in his church, with 
headquarters at Nashville. 
He, the possessor of a high degree of public relations awareness, 
rose from a newspaper carrier boy in his home town, where he is now a col-
lege president. He entered the armed service as a private and rose to the 
rank of first lieutenant before being separated from duties in World War II. 
His oackground is now serving him as a leader. In his home city he 
has the advantage of knowing ways to achieve integration with his publics, 
in his local community and in the state. Thus he brings an awareness of 
what good public relations may mean to the institution. 
Problems 
The president states that his problem is to continue good administra-
,tive leadership exercised by his predecessor. He desires to enhance the 
prestige of every student attending College "0 11 through a good program _ 
of education and through practices of good principles of public relations. 
9.b.iectives 
The objectives of the institution have been set forth as follows: 
To inform those interested in the college, including students, 
faculty, and alumnae, and the various publics of the objectives and 
activities of the college. This will also jnclude the informing of 
various publics of the accomplishments of the college; and the inform-
ing of publics of the work of other institutions in higher education. 
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Budget 
The college has not had a specific budget for public relations ac-
tivities as such. The present president plans to study the budget in 
o~der that lines of budgetary operations will be clear. 
The Public Relations Program 
For the last two decades the college has had a well-organized pro-
gram of public information. This plan will continue with more attention 
to be given to public relations by the president himself. 
Publicity 
A central office force plans publicity campaigns, writes continuous 
news releases, and assists in public relations projects of the college. 
The~ release. News release activities are highly specialized. 
Special attention is given to personalizing. Thi.s personalizing exhibits 
method in two ways. Each story is prepared specifically for a particular 
mass medium which serves the area for which the news release is directed. 
Mass mime,ographed material is more the exception than the rule. Emphasis 
is given home town stories, those stories which report the progress and 
activit:ies of students. The college publicity news release is student-
centered. This does not mean that the faculty and their work are not 
recognized. The institution as a whole is publicized through the news 
release. Thus the story sent to a medi.um has been personalized for the 
medium. The student involved in the story has personalized treatment. 
The news release favors the home town ne-wspaper and radio outlets. From 
this point the stories may be mailed to regional and state newspapers 
and radio and television outlets. 
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Magnitude Qf ;eublici ty. The workers in the publicity office write 
advance stories on coming events for many of the mass media. In one in-
stance the office sent more than two thousand advance stories on Golden 
Anniversary celebrations for the May 11 - 18 week i.n 1958. A story a 
week was sent for six ~eeks to the many media prior to the event. Thus 
the media receive a veritable barrage of information prior to an event. 
Each story is personalized for the media. The stories report the work or 
plans and parts of persons to play in the event. Publicity stories are 
sent regarding major events, entertainment, and individual and group 
accomplishments. The major events are the water show, press club banquet, 
art exhibits, variety show, and the 1958 Golden Anniversary celebrations. 
This week-long program combined several major events including commence-
ment. The office sends personalized releases to approximately fifty of 
the media, varying wi.th each event. 
Since the entertainment groups are in such great demand, much of the 
publicity centers on these persons involved. These groups jnclude the 
variety show, the glee club, small musical ensembles, and dance groups. 
For this work the office has a director, a full time secretary, and two 
part-time working students. One of the problems constantly facing the 
college is the serving of various pubHcs with entertainment while pro-
viding instruction for those who would be involved. The president said 
he hoped that the services could be divided among many groups so that the 
few ~not be doing all the work and thereby not be missing classes. 
The director takes pictures of persons and important events for pub-
licity. She has a special arrangement with a local photography concern 
to process pictures for a nominal rate. This plan provides many pictures 
for publicity purposes. 
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Features. The publicity director is a correspondent for the state 
papers. When straight news is slack, the director writes features for 
general publicity. These features may project both persons or individuals 
and ideas. For example, a recent feature discussed the chemise dress for 
gir_ls. The angle of the story was that girls this fall will not have to 
wear the chemise but other more economical fashions. Sidebar features 
are also written about events. They serve as news pegs for features. The 
dean of women was quoted in regard to what girls will wear this fall. 
Special Services 
One of the unique special services of College "Ott is the annual Girls 
State meeting. This event has been held on the cam.pus each year since 
1944. The college sponsors the event and puts out its hospitality car-
pet for these groups who appear for the program. In addition to the fur-
nishing of space and equipment for the program, the publicity director 
also publicizes this event in advance and during the week's activities. 
The college renders service in a special way through its own publicity 
service for other events that may not be directly related to the aim of 
the college in any way. 
Another event is the publicizing of the state rodeo event held in 
the oi.ty where the college is located. The publicity director not only 
publicizes this event but also 1.s :i.n charge of certain of the activities, 
for example, the queen contest, 
One of the most extensively used special services of the college is 
entertainment for civic organization, schools, and churches and for other 
colleges. These services have been booked by th~ director of public re-
lations. The president plans to exercise this function that he may 
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balance these activities and prevent undue imposition on the performers 
at the expense of their education or convenience,; this balance of activ-
ities is one of the problems of the college. The fifty-three faculty 
members of the college are interested in these activities. 
One aspect of the collective public relations attitude initiated by 
the president is a program of honor for professors emeriti of the institu-
tion. In 1958 the college presi.dent performed a special service when he 
recognized several retiring members of the faculty with a certificate of 
commendation signed by members of the board of regents for the college. 
These were presented in a special assembly. The certificates contained 
the Golden Anniversary seal. They also received service pens and a copy 
of "This Is Your History. 11 
Alumni Services 
The field director at College 110" is the college alumni secretary. 
She represents the college at various career days held at high schools 
in the area. She makes contacts i.n the field for :recruitment purposes. 
She is actually the manager for all alumni activities. 
Two meetings are scheduled a1'l.llually for the alumni, one in the spring 
and the other in the fall. The members receive the college newspaper. 
~-Raising 
The president said that there is no direct fund-raising activity 
but he said that he would seek endowments for the college. The details 
of this program are to be work~d out by the president. Many scholarships 
are provided by the college and by individuals. The president plans to 
ask the civic clubs for money for scholarships. At present the p~actice 
1S6 
is to go to a banker to get information about individuals who could in-
vest in a student. The banker may be asked for a name of a student who 
should have help. 
Publications 
The publications of College "0" are secondary to the publicity pro-
gram, since the director specializes in news relea.ses. The college, how-
ever, does publish quality programs such as the gold embossed programs 
for the Golden Anniversary celebrations. Attention is given to letter-
head stationery for a publicity purpose. 
The college newspaper is an important publication that also serves 
as a publicity medium. The newspaper is usually sponsored by the jour-
nal.ism teacher, not the di.rector of public relations. It serves as a 
laboratory for students in journal:lsm classes, and it i.s a mirror of the 
college for students and alumni. 
Special brochures about the college's activities are published as 
the need arises. The college yearbook is developed jointly by the pub-
li.c_ relations department and the English department, 
The Public Relations Director 
The college public relations director left the news desk of the 
local daily where College 110 11 is located to become its publicist. She 
is an alumna of the college. She had worked for the newspaper as women's 
editor and feature writer for a total of twenty years. 
She has demonstrated writing ability and comm.and of the language 
while serving as editor of the newspaper. She had written,features while 
on the paper. She stjll writes feature articles as part of her work at 
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College 110. 11 
She has been a member of the faculty and publications director for 
six years. She has done graduate work in journalism at the University 
of Oklahoma. She is a member of Theta Sigma Phi, journalism organiza-
tion for women in journalism, is a member of the Oklahoma Education Asso-
ciation public relations committee, is a member of the American College 
Public Relations Association, and is a member of the Greater 
Committee at her college. 
She is back of the scenes for most of the acti vi ti.es of College 110. 11 
The president said the director is probably in his office more than any 
other one person. 
Strengths and Weaknesses 
The president of College 110 11 and members of the administrative team 
are well aware of what can be gained by a good public relations program. 
The president's background in journalism and public relations, his expe-
rience as a college admissions officer, his service as an executive of 
his church, and his training in military service, he feels, provide an 
unusual awareness of institutional public relations. In stating the 
nature of his problems, to equalize the obligations of faculty and stu-· 
dents, to make friends with the immediate community, he has exhibited 
strong awareness. The college has joined him in promoting the Golden 
Anniversary Celebrations of' 1958 in which a strong publici.ty program has 
demonstrated awareness. His study of' the problem at College 110, 11 however, 
consisted chiefly of observation. No survey has been made. 
An important strength at College 11011 is the publicity program. The 
director has the assistance of a secretary and part time students. The 
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office is recognized as an important adjunct to the administration, and 
all publicity is cleared through the office. Numerous advance stories 
and follo-w-up accounts are sent to state and area newspapers and radio 
and television services. Special events are fully publicized. The di-
rector personally knows many newspaper editors who are interested in 
getting the news releases and features that she writes. Alert service, 
appropriate timing and personalizing stories to particular media are 
given full attention by the director. Although the mechanics of the pub-
licity function are highly specialized and attract wide attention to the 
college, the director should give more attention to the solid facts of 
curricular activities and aims and_ policies of the college. 
Weaknesses at College "0 11 are: 
(1) The special services of the colle·ge need balance. Its present 
dominant speci.al service is entertainment. Their music and speech groups 
serve organizations locally and over the entire state. Although this in 
itself may be noteworthy, it is hardly adequate to project an appropriate 
image of the college~ This the new president admits. The emphasis on 
entertainment services has presented the problems of -ways and means to 
balance this phase of the public relations program. Additional conferences 
and workshops should perhaps be attempt~d. Press a.gentry tends to pub-
licize i.tself a.t College 110." Perhaps less of the "stunt" and attention-
getting kind of prog·rams should be offered. Some of the special services 
recommended by authorities seem to be -weak. 1 There could be improvement 
in film service, placement, and all round participation of students and 
groups who visit the campus. 
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(2) Fund-raising has only begun at College 110. 11 It will doubtless 
be strengthened because of the present public relations awareness exhi.b-
ited by the president. 
(3) Present publications are good for their intended purpose, but 
perhaps some should be i.ntroduced that would change the present public 
relations emphasis on entertainment or social affairs. Publications 
will probably need to be developed that tell more fully the story of the 
strong curricular programs of the college. The college newspaper can do 
a large measure of this while improving and maintaining good internal re-
lations. Other specialized publications, such as depg.rtmental brochures, 
speakers bureau syllabus, and film catalogues will be needed to strengthen 
public relations at College "0. 11 When the necessary publications are in 
production, then special effort can be expended to do a noteworthy job 
on those designed to reach special publics • 
.. 
(4) College "O" has held one unusual all-college recognition celebra-
tion for former students, graduating seniors, retiring faculty members, 
and departments of the institution. This week-long program highlighted 
"This Is My History------- 11 Presented for the general public 
were baccalaureate, commencement, and honor luncheons for alumni and a 
special program for retiring faculty members. Certificates of commenda-
tion were presented to the reti.ring faculty members. Although the Golden 
Anniversary events provided one outstanding example of good public rela-
tions, other methods will need to be utilized to encourage continual 
speaking and acting for the college. Some of the methods that should 
perhaps be utilized are the alumni newsletter, direct mail, home-coming 
events, and personal contacts. Perhaps an alumni representative will 
need to be assigned and given adequate support to enlist effective action 
among alumni. Thus, without balance, the alumni se1"'vices must be 
judged weak. 
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The director of public relations, who is an excellent publicist, 
will need to give more attention to special services, alumni, fund- · 
raising, ~nd publications. She should perhaps take inventory of the 
publications program with an eye to standardizing the necessary publi-
cations such as the college catalogue and pictori.al booklets, and en-
larging the number of publications associated with human interest or 
noteworthy special events. One such special publication was issued in 
1948, as described partially above. The balance that is evident in the 
publicity program should perhaps be carried over into the other four 
phases of a good public relations program. They are the special serv-
ices1 alumni services, fund-raising, and publications. 
'".·l 
CHAPTER nr 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
The primary purpose of this study has been to present a picture of 
the public relations programs in certain of the state colleges of Okla-
homa and to examine these programs to determine their relationship to 
those deemed acceptable by writers and practitioners in the field. In 
the last fifty years, during which colleges have become increasingly 
aware of the need of a public relations program, there has grown up 
through experience both in business and college administration a body. 
of standard procedures and principles by which a college may assess its 
own program. 
Summary 
Each of the nine state-supported four-year colleges in Oklahoma 
has been the object of' a case study in public relations. The intervi.ew 
method was used to obtain information from the college presidents and 
their directors of public relations. Data obtained from the interviews 
consisted of the institution's awareness, the public relations program, 
and the qualifications and duties of the director. The criteria for 
awareness of the institution, the public relations programs, and the 
qualifications·and duties of the director were established in Chapter 
II. The data contained in each study were arranged to facilitate com-
parison with the criteria. 
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Data presented in Chapter II suggested that in establishing a pro-
gram in publi.c relations there must fi.;rst be an awareness. This aware-
ness includes the identification of the problem and the establishing of 
objectives and a budget f'or the public relations program. 
The program in public relations according to the principles estab-
lished by authorities in the field should consist of five areas: public 
information, special services, alumni services, fund-raising, and publi-
cations. These divisions of the public relations program when modified 
or adapted to particular conditions, purposes, and sizes of the institu-
tions will,adequately fill the public relations needs. 
The director of public relations, who is the chief administrative 
officer for the progra.rri., must have certain educational qualifications 
and experienceo He should have had some newspaper experience, should 
have good command of the language, should have a real intere~t in higher 
education, and should usually be a worker in the backgroundo He should 
also have managerial ability. 
Every institution in the study exhibited a degree of awareness of 
its public relations. This was evident in that ea.ch had a person in . 
charge of public relations, though none were full-time. All taught from 
one to four classes in English, journalism, commercial subjects, and 
science. The presidents of these institutions expressed awaren~ss in 
providing special services and in giving attention to faculty and phys-
ical plants. Only two institutions, however, had made extensive surveys 
to clearly i.dentify their public relations problems. 
A comparison is made of the programs of the nine colleges with norms 
established in Chapter II. Each program is discussed at the end of the 
chapters on each college under the heading "Strengths and Weaknesses." 
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S,trengths 
(1) Two of the colleges made surveys to keep abreast of their pub-
lic relations problems, but only one of the two made several surveys to 
find out what the public relations problems were. This college made a 
survey of the place of the college students in the community. This was 
an information compiling project more speci.fically in regard to the ac-
tual monetary value 0£ the college to the immediate community i.n 'Which 
College 11K11 is located. The president personally spearheaded the project 
which evaluated the amount of money, for example, which a single student 
would spend in the community during a school year. The survey found 
that the student spent approximately fourteen,..hundred dollars. This 
figure, multiplied by the total number, came to a sizeable amount. In 
addition, the presi.dent estimated the total expenditures of all of the 
faculty members. The survey did not include, however, certain a.mounts 
that the faculty spent for building new homes, nor did the survey include 
costs of new buildings on the campus. The purpose of the survey was to 
establish an awareness in the community of the value of the college in 
dollars and cents. No effort was made tq explain the intangible value 
of the coll~ge. The information was made known to the citizens through 
public addresses and in the newspapers and over radio. Another such sur-
vey was conducted as an internal public relations project. This concerned 
the relationship of the college faculty and students: how well instruc-
tion was being carried on and how well the instruction was being received 
by the students. 
These results were disclosed to the faculty and students. The sur-
veys were a part of the president's desire to determine what problems 
or conditions that existed could be improved. College ''W" has carried 
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on a survey for seven years for the purpose of predicting each year's 
enrollment of new students just out of high schools. The number of stu-
dents entering h.igh schools, it was .found out, is high. More than fifty 
per cent of the high school graduates i.n the area attend college some-
where. The president emphasized that College "W" received its share. 
The strength of this survey lies in the principle of helpfulness of the 
college in finding out the needs of the surrounding communities as well 
as its o~n. School administrators are happy to cooperate with the col-
lege in keeping a cumulative record of high school graduates going to 
college. The activity in itself, the survey of high schools in regard 
to their graduates going to college, has a salutary effect in establish-
ing good relations. It is a kind of good public relations. 
(2) All of the colleges have some kind of publicity program for the 
purpose of informing constituents in the area served. Four of the col-
leges have strong programs. Those colleges with strong programs seem to 
understand good press relations. Through mailed surveys or visits to the 
community mass media, the directors were able to understand what the pub-
lics should have in the way of in:f'omati.on. By serving the media in a 
better way, the surrounding areas were better served. College 1'W," for 
example, knows what newspapers should receive pictures and what newspapers 
should receive mats, all of the newspapers having special machinery or 
services unique to their organization. The director also sends only 
original typed material. College "N" specializes in stories desjgned to 
appeal to the local hometown newspapers. The radio and television sta-
tions receive news written for them. The news stories for the newspapers 
are written more in detail than those for radio and televisiono The 
director keeps in close touch with media served. This. seems to be the 
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characteristic of the majority of the directors--the desire to get along 
with the press. Two of the other colleges with strong publidty pro-
grams have full-fledged publicity programs. The publicity departments 
specialize in understanding the media and strive to give the best pos-
sible service, where timing and completeness of information are i.mpor ... 
tant. College "C" has the policy of servicing the community newspaper 
and one of the state papers almost simultaneously, thus creating good 
will for the institution. An institution must maintain the best of rela-
tions with the press by being dependable, rapid, and accurate with in-
formation about their colleges, their faculty, and students. One of 
the colleges believes its photography service is unique, in its 
good cooperation in production on the campus. Each of the four colleges 
gives attention to good photographs for use by newspapers and televisfon, 
The four colleges with strongest publicity programs have a person de-
signed to give most of his time to publ:i.ci ty. Most of the directors 
teach at least one class. Most of the publicity of the four colleges 
with good programs comes a1bot1.t through the news release. Some of the 
colleges, however, make good use of publications. Most of them have 
publications in addition to the college newspaper and the annual f'or 
public relati.ons purposes. 
The college newspaper, however, serves more as a local campus 
media than as a mass med:ia. The college newspaper also serves altunni, 
The four colleges with the strongest programs send the college news-
paper to alurnnL The college newspaper also serves some of the mass 
media. S-t,ories are 11 lifted11 f1"'om the newspaper and used in the commu-
nity daily or weekly. It is safe to conclude that all of the nine col-
leges of th:i.s study place publicity fi.rst in the public relatfons 
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programs, notwithstanding three of the colleges bei.ng poorly organized 
for continual, effective publicity. 
(3) Two of the colleges have strong programs of special services, 
which are tied in with the over-all public relations program directed by 
a central office. Other colleges in this study have a kind of special 
service program but these programs are not well coordinated. Their spe-
cial services have little connection with the central public relations 
office, and therefore, some of the services might be of questionable 
value when viewed by a trained public relations officer. One of the 
colleges, College ''W," has a well-organized and executed speakers I bu-
reau that is publicized by a printed syllabus. This booklet outlines 
subJects and titles of . speeches, classif'i.ed under general headings. 
These headings follow departmental lines, with emphasis on certain 
fields such as science, and in the area of entertainment, such as vocal 
and instrumental ensembles. The speakers' bureau brochures at College 
11W11 are widely distributed eyer the area. This· type of publication 
conforms to standards established in this study for good public rela-
tions. 
(4) All of the colleges have a person designated to direct phases 
o~ a public relations program. Four of the nine institutions give this 
person the title of director of public relations; four give the person 
the title of publications director; and one gives the title of publicity 
direGtor. Having directors is a strength. But most of the directors 
' 
engage in teaching, and this·weakens the functions of public relations 
in practically every instance. With the exception of two of the direc-
tors, all of them teach journalism and sponsor the college newspaper. 
The two who do not sponsor the newspapers engage in writing news 
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reJeases. O::ie teaches science, 13.nd the other teaches commercial subjects. 
~One of the directors has a master's degree in journalism. Two of the 
directors have a master's degree in English. One has a bachelor's 
degree in journalism with an advanced degree in another field. Five of 
the nine directors are women. Four are men. 
Weaknesses 
.Although the above areas have strengths as stated, all of the areas 
reveal weaknesses. 
fJ!blicity. The publicity programs have weaknesses in (1) over--
organization, (2) lack of coordination of the news :release function, 
'(3) undue emphasis on home-town releases a.bout small affairs of students, 
(4) personalizing stories at the expense of' complete coverage, (5) in-
frequency of news releases, (6) l~ck of service to more avai.lable media, 
(7) infrequent use of direct approach methods, (8) insufficient use of 
radio and televhion for newscasts and programming, (9) too little use 
of the movie for news p~rposes, (10) too few calendars of events as 
guides, and (11) failure to' make adequate use of photographic services. 
Only one of the colleges makes occasional use of the newsreel for 
publicity. One of the colleges uses the direct approach by using special 
letters to acquaint the public with some of its servi_oe s. Not one of 
the colleges makes a good use of the calendar as a guide to insure ad-
vance: ,:.Etti.ct ,follow-up coverage. The di rectors locate news potentials, too 
' ' 
often incidentally. One of the colleges gives·unnecessary time to re-
co!ding carbons and clippings of news stories. Another college public 
relations office records reports on the status of campus publicity. This 
could be handled in a more diploma:tic manner or eliminated altogether. 
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The same office has made surveys on internal public relations that are 
of questionable value. These surveys are opinionnai.res directed to the 
faculty and students to evaluate the quality of the instructional work 
of the institution. Only three of the colleges give special emphasis 
to the photographic services, which are vital in a good publicity pro-
gram. Although one of the college presidents gives strong support to a 
regular radio program of daily news about the college, he fails to put 
equal emphasis on other necessary parts of the program. This emphasis 
on one function clouds the effectiveness of the news release to news-
papers and other available media. In this instance the publicity di-
rector has little concern about the matter, since the radio program 
serves as a laboratory for speech students. 
Special services. The special services have weaknesses in (1) 
speakers' bureau service, (2) coordination of certain special events, 
such as campus contests and festivals, {3) radio recordings, and (4) 
placement. 
All but one of the colleges have haphazard methods of booking 
speakers for community, church, or school functions. This function is 
hand~ed variously by the director, the president, or the president 1 s 
secretary. Only one of the colleges compiles a syllabus for distri-
bution to outside publics. 
Not one of' the colleges prepares radio programs by recordings for 
distribution to radio stations in the area. 
The placement .function is handled varj.01.1sly by the director of' ex-
tension, t,he president's secretary, and t~e dean of' the college. In 
each case the director of' placement has other duties and/or teaching. 
AlU!1111i serviceso In all but one of the colleges the alU!1111i program 
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receives too little attention. One president uses direct mail to greet 
former students each year·and at the same time to make an appeal for 
scholarships. All of the presidents but one are positive that alumni 
should be well-organi.zed, but they have postponed strong efforts to 
strengthen the program. Two of the institutions have newsletters de-
signed especially for alumni reading. The other colleges use the college 
newspaper if at all for informing alumni about the college. All of the 
colleges make plans for at least one meeting on the campus each year for 
alumni. Traditionally, this occasion is homecomi.ng, which has an annual 
athletic event and perhaps a banquet. The presidents categorically indi-
cate that they intend to foster a stronger program. 
On every campus a secretary does some work in an alumni offi.ce. The 
person who does this "Work is usually an alumnus and is a member of the 
faculty or staff. The president's secretary at two of the colleges is 
the alumni secretary. One of the college offices keeps records and 
handles correspondence that serve the alumni publication. 
Fund-raising. The colleges do not engage in fund-raising. There 
is not in evidence endowment associations nor any attempt to receive be-
quests. Although there are many kinds of small scholarships or financial 
aid plans for students, these are inadequate. These are contributions 
that have been made largely by individuals and the local_civic clubs of 
the community where the college is located. One college president con-
sults the local banker in regard to worthy prospective students who need 
help. The banker may in turn suggest the person or persons who will 
r,ender aid. But this is largely haphazard. 
Publicationso The publications programs in the colleges have weak-
nesses as follows: 
\ 
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(1) The programs do not provide for· a theme or close relationship 
of purpose in the various bulletins. 
(2) The publications are issued only if everything else is done. 
(.3) The directors are largely interested in publicity and 
therefore do not promote the publications program. 
(4) The preparation of the publications is haphazard. 
The Public Relations Director 
The directors, most of whom have some of the requirements for their 
work, have neglected at least three of the five divisions of a good pub-
lie relations program. One of the two remaining divisions, that of pub-
lications, is too often made a part of publicity. In other words, the 
directors are publicity directors, not directors of public relations. 
Even the publications programs, wherever they seem to exist, are merely 
tools for publicity, nothing more. Not one of the colleges has a faculty 
publication. One of the colleges issued one edition containing articles 
by faculty members. It was a lithographed tabloid sheet called Signif-
~gue. There has not been another edition or issue. Byrne said: 
A scholarly publication ••• gives the faculty members an added 
incentive to scholarly producti.vi ty. • •• Clear thinking and accurate 
expression are of paramount importance in these turbulent days when the 
world is anxiously waiting to hear from those men of keen vision who 
had dedicated themselves to the promotion of the general welfare.l 
Too often the director does not know that, if he i.s to remain in the pro-
fession, he must make a frank appraisal of his public relations program. 
Many of the di.rectors do not know the literature on nor the organizations 
which study public relations. Of the nine college public relations 
directors studied, only two are members o:f' the American College Public 
lByrne , p. .319. 
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Relations AssociaMon, which is the national organization for those who 
profess something of public relations. Thus the public relations direc-
tors are at least partly responsible for their success or lack of it. 
The college presidents too often merely provide the position and expect 
it to be filled. The director does not always fill it. It must be re-
membered that this failure is not always due to the director of public 
relations. In fact, the information gathered from this study shows that 
full blame for any failure should not fall on the director. The blame 
must fall equally on the administration, which too often puts the work 
on the public relations directors, who are heavily loaded with teaching 
and other duties. 
Conclusions 
This study has revealed that certa:l.n of' the public rela't,ions prac-
tices at the nine state-supported four-year colleges approach the stan-
dards advocated by author:l.ties :l.n the field. The pubHo:l.ty programs 
approach the standards but need to be :t.mproved. But, on the whole, the 
pro1~ra1ns need to be developed, with special attentfon be:l.11g needed :l.n 
coord:l.nati11g the programs of publ:l.oi.ty, ali..imn:1. services, special ae:rv-
:1.oes, .f'LU'ld-ra:l.s:l.ng, and publioat:l.ons. The present directors are doing 
o.nly a part-time job when full time :ls needed, 
In the over-all program these nine oollegee show a growing aware-., 
ness o.f' the need o:f' good public relations programs. Thi.s awareness is 
evident in vary1.ng degrees from the weakest to the strongest. But in 
each of the areas of a formal, reoogn:l.zed program there :l.s much to be 
done. 
Evaluation of a public relations program can proceed at many levels 
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and aim at various purposes, all of them worthwhile when intelligently 
conceived, but too often there is a tendency of the director to pi.ck 
out one or a few activities most obviously connected with public rela-
tions, newspaper publicity, magazine articles, public lectures given, 
promotional publications distributed, and forget the rest. This concen-
trating on too few aspects of the program is not in harmony with the 
· acceptable standards that insist that all of the fi.ve aspects be gi.ven 
equal or nearly equal emphasis. 
It is evident that public relations programs cannot be measured by 
the amount of the work that goes into them. One of the colleges of this 
study has put definitely more man hours than any of the other ·nine col-
leges into this program, and has classified its many functions in a highly 
efficient manner. But tM.s college cannot be evaluated as superior to 
other colleges on the basis of what this accomplishes for the program. 
Too often the public relations director describes the object of pub-
lic relations as the developing or maintaining of a favorable attitude to-
ward some organization, agency, individual, or idea instead of looking at 
the problem as a whole. 
A college or university is primari·ly an educational institution, and 
its basic objectives are to provide post-high-school instruction of spec-
ified duration and breadth. Evaluation of the pubH.c relations program, 
therefore, should concern itself with the degree of support that the i.n-
stitution as a whole is receiving for the activity that it seeks to carry 
on. Thus self-examination is important to evaluation. Every institution 
that expects to build the kind of' public relati.ons that results in some-
thing more than public tolerance has to offer a service of some kind that 
is better than just adequate, and it has to know what the servi.ce is and 
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to concentrate on strengthening it. 
Public relations is an all-hands job. If the professional public 
relatfons worker never wrote a word for consumption outside of the fam-
ily but succeeded in having every staff member, student, parent, and 
alumnus talking about the college favorably, he would probably never be 
asked to evaluate his program, for it would be clear to all what was 
happeningo 
The directors ·who are a part of this study will have to give more 
attention to the fimdamentals of college and university ptJ.bli.c relations. 
They can hardly continue indefinitely to make the excuse of too much 
teaching or that the job is too big for them. They will have to be 
bi.gger, 01" let someone else do it. 
The public relations directors will need to cornmunfoate their knowl-
. edge of public relations first to the ch:ief officer of the college, the 
president. The:ir combined awareness and knowledge of publi.c relations 
will then have opportuni.ty to prove whether public rela"tions is worth-
while. 
The publ:i.c 1~e1ations programs that were the objects of this study 
hardly measure up to norms established :i .. n this study from a review of' 
authorities in public relations. In isolated areas certain phases have 
def:i.n:i.te strengths and can be evaluated. At least four of the nine 
colleges wo1..1ld approach ·the publi.oity norms established :i.11 this study. 
One of' the chief weaknesses in most of the colleges, however, :! s a 
dependence upoi:i publicity to do its public relations job. Another in-
herent weakness :is the lack of balance of emphasis and coverage of the 
mult:l.ple campus proji~cts and activ:t ties. The age-old orit:tc:i.sm. can st:1.11 
be made ·t.hat colleges enjoy the coliun11 inches in the newspaper or hours 
204 
on television about themselves. A mistake that needs correction is that 
all publicity or any publicity is good. The colleges must feature the 
meaning and mission of hi.gher education in their news release~. They 
must feature the accomplishment of the purposes and objectives of the 
institution more than athletic prowess and social affairs, in which a 
minority of students is publicized. The important work of the faculty 
must be recognized. Thus all the colleges of this study need to strength-
en publicity, special services, alumni services, fund-raising, and publi-
cations in the over-all program of public relations. 
The nine colleges of Oklahoma need their ideals reviewed so that all 
the workers in the institution--the president, the faculty, the staff, 
the employees--may understand and agree upon the essential premise that 
educational quality is all that counts. When that is clearly recognized 
and acted upon, the reputation of the schools will be enhanced. At best, 
reputation is vague and tenuous, yet it has connotations that affect, 
either for good or ill, the very soul of the institution, of what it is 
and what it can become. Essentially, reputation is the reflected image 
of the institution's character. Reputation has to be built from within; 
and every statement of the institution's worth or aspirations must be 
based on valid, demonstrable fact. The college public relations man 
must aspire beyond the ordinary to cultivate the present embryonic aware-
ness that now exists in nine state colleges of Oklahoma. He must assume 
tasks of conununicating with the presidents of the respective institutions 
and assume the task of helping shape and clarify the aims of hi.s institu-
tion, to express them in language that everybody can understand, and to 
make them recognized by everyone who should be concerned, both on and 




but to generate conviction. If the task is done, if convicti.on is gen-
erated, jf the objects of higher education are to be perpetuated, even 
as Jefferson visualized, the public relations man will have to be recog-
nize~ for what he is--one of the most important members of the educational 
team in any institution. He, with.the president of' the institution, will 
try to explain the purpose of education, which is the development of the 
human intellect and not the development of bowl contenders or expert 
handymen or socially adjusted mediocres. Thus the findings of this study 
point to the need of taking inventory, to bol~ter the ideals of higher 
education, and to recognize the fourth pillar of' educati.onal administra-
tion, public relations. 
Recommendations 
A. Based upon the findings reported in this study, the following recom-
mendations are made in regard to awareness: 
(1) 'l'hat the administration study the avenues of public relations 
to find out what can be gained from practicing good principles 
of public relations. 
(2) That the administration make scientific studies to discover 
what are the problems of the institution and what are their 
proportions. 
(3) That the institution adopt sincere policies of management on 
which a sound public relations program can be based. 
(4) That the administration draft a detai.led program and ways of 
executing it in a way best calculated to earn public approval 
and support. 
(5) That the administration tell the public relations story in 
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frank and convincing terms to all interested publics. 
(6) That objectives of the institution be reviewed with an eye 
to adapting the public relations program to the objectives. 
(7) That the administration prepare a budget to meet the needs of 
a sound public relations program. 
B. Based upon the findings of this study, the following recommendations 
are made in regard to the public relations program: 
Publicity 
(1) That in the publicity program 
a. A calendar of events be used as a guide to the director 
b. The personalized story and mass mailings both be used 
c. The feature story be given more emphasis 
d. Pictures be used more widely 
e. Contacts be made oftener with editors of mass media 
f. Articles be written for specialized magazines on 
education 
g. More articles be written on curricular programs 
h. Radio and television be used more extensively 
i. Direct mail be given additional emphasis 
j. Balance be achieved in the news release fiuiction 
k. The office work be limited to essentials for efficiency. 
Special Services 
(2) That speakers' bureau services be improved by preparing 
syllabi for distribution to various publics that might 
be interested. 
(3) That film services be improved by preparing catalogues 
of titles and best uses for what audiences. 
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(4) That placement services be extended and strengthened. 
This can be done by delegating this to a person who can 
gi.ve the service a proper amount of time; more follow-up 
service on graduates could be employed. 
(5) That special events on the campus be coordinated under 
the public relations director. 
(6) That radio recordings be utilized more frequently. 
Alumni Services 
(7) That the colleges use a newsletter or magazjne for in-
forming alumni about the activities and plans of the 
colleges. 
(8) That more direct mail from the president's office be 
utilized to greet alumni and make requests for aid. 
(9) That the colleges secure the services of a full-time 
secretary tc handle alumni affairs and edit the alumni 
publications. 
(16) That there be recognition assemblies for outstanding . 
alumni. 
(11) That homecoming celebrations be vitalized, An atmos-
phere of reuni.on should be emphasized. 
(12) That the colleges align the alumni office with the .Amer-
ican Alumni Council. 
Fund-Raising_ 
(1.3) That the possi.bilities of establishing an endowment 
associatlon be studied and instituted for permanent 
fund-raj si.ng. 
(14) That the colleges campaign for more scholarships for 
bright students who need assistance. 
(15) That studies be made in regard to possibilities for 
establishing a bequest program. 
Publications 
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(16) That all publications be centralized under the director 
and his staff. 
(17) That each publication have objectives to do a particular 
job. 
(18) That each pub11cation be integrated to promote a partic-
ular job such as recruitment for elementary teachers and 
the like. 
(19) That a special publication be published to explain 
scholarships, endowments, and loans for students. 
(20) That some consideration be given to faculty publicationso 
(21) That better ways be studied to make best use of the 
college newspaper as an internal public relatfons 
medium. 
(22) That careful consideration be given to delegation of 
duties in regard to publi.cations. Only the college 
catalogues, the yearbook, and the college newspaper 
should be delegated to sponsors other than the director 
of public relations. The director should have an advi.sory 
capacity in regard to the catalogues. 
(23) That the director be provi.ded an advisory committee to 
establish a complete publi.cati.ons program designed to 
meet the needs of the particular institution. 
The J2.irect91: of Public Relations 
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(24) That directors be allowed to devote more time to the pub-
lic relations work they are assigned to do. The college 
president might request present directors to state whether 
they would prefer to continue as full-time directors or 
full-time teachers. This would reassure the directors 
that their duties would be more clearly defined. 
(25) That directors of public relations be recognized as mem-
bers of the ad.mini.strati ve team at the policy-making 
level. This would give status to the director as a worker 
with authority. 
(26) That the colleges invest i.11 institutional membership in 
the American College Public Relations Association and the 
Al:n,erican Alumni Council. 
(27) That the public relations directors cooperate with state 
public relations organizations and the state press asso-
ciations to devise better ways to interpret higher educa-
tion. 
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